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Type faces can get tiresome. An overworked 
type face can easily dull a bright headline 
or make a message look monotonous. On 
the other hand, a face that’s new or unusual 
can freshen the appearance of any piece. 
Your printer, lithographer or silk screen 
representative can help you pick the proper 
type for anything you print. He knows 
what’s new. He knows what’s best of the 
not-so-new. And his wide experience with 


all kinds of type can help you produce a 
better looking piece every time. So be sure 
to talk with him before you start work on 
your next printing job. 


You'll like working with your printer, litho- 
grapher or silk screener. We know because 
we've done it for years in bringing printers 
the quality papers they need to serve you 
best the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


iMEAD} 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio « New York « Chicago « Boston + Philadelphia « Atlanta 
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IN YOUR OFFICE, the 2-unit Justowriter 
(Recorder and Reproducer) can turn out 
professional typesets with justified mar- 


gins -- at substantial cost savings com- 
pared with typewriter or hot metal compo- 
sition. 


THE FRIDEN JUSTOWRITER produces 
these professionally composed typesets on 
direct image plates for duplicating machines 
or in form of reproduction proofs for litho- 
graphic printing. 


TYPIST BECOMES EXPERT TYPE COM- 
POSITOR as her typing on Recorder (lst 
Justowriter unit) produces simultaneously 
(a) typewritten sheet, for visual check, and 
(b) punched paper tape with identical copy 
in code. Second Justowriter unit, the Re- 
producer, then ‘‘reads’’ the code tape and 
automatically composes the original copy 


The answer to all 
forms of Business Printing— 


Friden Justowriter: 
















Lanta mt al 


Typical jobs the Justo- 
writer is ideally equip- 
ped to handle: Bulletins, 
manuals, price lists, 
booklets, directories, 
catalogs, direct mail 
literature, house organs 


in clear, accurate, justified-margin form. 
14 different Justowriter type faces, sized 
from 8 to 14 points, are available. 


WRITE TODAY on your business letterhead 
for additional information on the justifying 
type-composing Justo- _ SD 
writer - a basic Tape- & af 
Talk machine in the 
**new world for busi- 
ness”? created by Fri- .“A 
den, FRIDEN, INC., %* 
San Leandro, Califor- 


For Busive 
nia. er 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 PT GALVIN TYPE 
2 a: 
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Just Foleo Us 


National Brands Are Wanted Premiums 


In view of the great activity now in evidence in the premium field, stimu- 
lated no doubt by the amazing rise in the use of trading stamps, it is 
highly interesting and significant to note the increasing importance of 
nationally advertised products in premium merchandising. 


This, it strikes me, is a great testimonial to advertising in general, 
Since the use of national brands in premium catalogs is an expression of faith 
in the public acceptance of nationally advertised products. When the premium 
merchandiser features national brands in his catalog, he is doing so because 


he believes that they will stimulate consumer interest and add a promotion 
factor of value to his program. 


At the recent National Premium Exposition held in Chicago, many of the 
leading national advertisers displayed their products and offered them with 
convincing reasons for their use to the premium buyers who were in attendance. 
I may be wrong, but I believe that more national brands were displayed at this 
Show than at any previous premium exposition. 


The national advertiser interested in premium business was formerly in- 
clined to hide his light under a bushel, for fear of offending the retail 
merchants who distributed his products. But premium uSe has become so 
general, and well-known nationally advertised products are in such wide use 
in contests, sales incentive drives, etc., that the typical retailer appears 
to accept this extension of the advertiser's market as something he is not too 
concerned about and can't expect to control anyway. 


Fortunately for advertisers, marketing nationally advertised brands to the 
advertising field for premium use is a natural, in the sense that of all 
business markets, that made up of advertising people iS most aware of and 
responsive to appeals based on the prestige of nationally advertised products. 


It will be interesting to see the extent to which national brands are 
able to take over the leading and dominant role in the premium business. 


SRB /] 


G. D. Crain Jr. 
Publisher 
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See a 
ab Filmotype 


Photo Lettering Requirements 






Adweriising 


. 


Demonstration TABLE 


isan education! 


The Campaign that Cleaned Up New York ............ 21 
Imagination sparked up a public relations program to 
catch the public fancy. TED SANCHAGRIN 


How P. R. Helped a Motel Sell Rooms ................ 24 
Clever publicity helped the Marriott get reservations even 


before it was open for business. Mary K. Harvey 


Effects With Type ..... 


Oe eee eee tee ee ae eee os + 27 
When you can't find the typeface you need, try one of 
these techniques for adding sparkle. G. H. Perry 


Beacon Feeds Reach New High ................-e06. 30 


What happens when an actual, full-size sample of a farm 





we learned how savings product is delivered to a skyscraper office. 
finest quality lettering 
and simplicity of A Basic Guide to Packaging ...... ee ee er 33 


operation go The seventh “Best of AR” includes checklists to measure 
hand in hand. 


the effectiveness of your package. 


< ys 
em onal Two Measures of Package Redesign .................. 41 


An expert shows how penetration and effectiveness are 
two measures to tell you when to redesign. 


Seeing is believing . . . at least Myron J. HELFGor'! 
where the Filmotype Photo 


Lettering Machine is concerned 


It’s an education, as well as How to Use Closed Circuit TV Effectively .............. 44 
unusual fun, to see the speed, r scans ‘E7E.. a e 

ease of operation, sharpness of The story of SKE S pioneering in the use of color televi- 

each word produced sion for medical reporting. FreD ROLL 


Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we Se I Ss. 6 ae co de wa ele ee we 49 
had the Filmotype man collared 3 : : z 
right in our own office, we let A group of simple modules permitted this program to meet 
fly with right-from-the-shoulder a wide range of conditions. 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and _ Color and Motion at the POPAI Show .......... eee 50 
money-saver we rely on. 
‘ ’ A report on what was new and interesting at the New 


A Filmotype demonstration York Point-of-Purchase exhibit. 


in your office is sure to prove 
extremely worthwhile, too 
Write today, no obligation, 


alk auuedeee How to Put Sell on Wheels ...... TTTere CT eee Te eee 59 


cet errr c-ce SS 


Scott Paper's mobile showroom has brought its story to 


| Mlhell 7500 McCormick Bivd., Skokie, Ill. | new customers. J. Geonce Barrrimc 
j YES, we would like to see how the | 

ee. Filmotype machine automatically pro- | 
| duces quality lettering. Contact me for 
=~ > Sigg aaa resin Bi ee 64 

omee 
Dept. AR ‘“ ° 3 e ° . 

\ _— | A “mechanical man” wins prizes and stops audiences in a 

SS Name__ | a <a aa : 
i ; utility’s exhibit at a home show. MILprED WEILER 
a 
| 
' mmm Address ! ss : i . 

ane 1 | How to Sell Creativity with External Publications ........ 65 
| Gales City_______Zone__ Stote___ A double feature in our house organ series reports on two 


publications, one of a p.r. firm, the other an ad agency. 
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JUNE 1958 | VOLUME 6, NUMBER 6 | A NEW LOW COST 


Practical Premium 


OF CONTENTS 


Automated Catalog Control More than Pays for Itself ... . 
A new punched car addressing system allows American 
Wholesale to increase its profits. Puit Hirscu 


The Battle of the Viewing Box . 


Color standardization starts with the light with which you 
look at things, insists this expert. WILLIAM P. Way 


oD OCF Ce 48 O64 6.2 © @ 6 6 ee Oe 


‘‘Round the Cake”’ 
CANDLE HOLDER 


How Prize Winners Solved Problems ... 


Winners in the Lithographic Awards Competition had 

A 2 . > se ye 5 » 5 > ’ 
problems to solve and here’s how they solved them! ee Se 
holder that's so much better than those 
now being used, it's a wonder it wasn't 
invented long ago. The cake itself 
takes on a new look . larger and 
much more attractive than cakes deco- 
rated with the old fashioned type of 
holder. 


Art Directors Choice . 


Once again AR presents selections from gold medalists at 
Art Directors shows from all over the country, plus some 
comment on the role of the art director. 


Rosert B. Konikow 


It is low in cost, attractive, wanted, 
practical .. . the perfect premium for 
all food and kitchen product promo 
tions. Good for store openings, anni- 
versaries and other events too. 


How to Pick a Prize .... 


eoPeeweC eee oueos 


The success of a contest often hinges on the selection of 
the prize. Here are some tips from a man who has run 


some of the biggest national contests. S. Jay REINER This “Raned the Cale’ Candie Bahiw: i 
shown here im reduced size (actual size 
21"). 


Better Premiums Tempt Buyers 


A report from the Silver Anniversary Premium Show 


Ad Specialty Men Offer New Items ib deh a eee 
The Spring Specialty shows were filled with optimistic 
views and new products, some reported on here. 


Bette Macon Pat. applied for—Made in U.S.A 


Mew Coopers Wees Flt 2. cc cece ccsecs Easily inserted in the side of the cake 


Leaves the center of the cake for decorat 


A national manufacturer got active response for its film 
} got tive response for its filn ing. Con be ve-wied. 


b oo se } > >7 , > f > re iler 
ecause they made it to fill a need of the retailer. ey ee 
Pulls out without cracking cake icing 
Available in standard colors 


DEPARTMENTS REGULAR FEATURES 


Packaged in bulk or to your specifications 
Art R, Phot yGraphny Bu vers 


Guide & Adver Early shipment on any quantity 


Audio & Visua i ti ers 110 


inaex 
Direct Advertsing 


Admer 


Layout & Typography 
Packaging & Labeling 
Paper 
Photoengraving & 
makina 
Premium 
cialtie 
Printing & Bindina 


ox 


R 1010 & TV Pr a 
Shows & Exhibit 
Signs & 
Materi 
Wina 


Identiti 
3 
Q 


= 


Books for 


ae 
Coming Convent 


Competitions to 
The Edit 


Mow 


8 
18 
16 

6 
10 
14 

3 
18 
16 
12 
13 
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Write for fact sheet and quantity 


prices on vour letterhead. 
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on our kitchen measuring spoons. 


scrapers and scoops too. 


W. E. CAMPBELL 


BE 3-2450 
4175 Valley St., 


Dayton 24, 


CO. 
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increase the 
placement of your 
P-O-P material... 
merchandise the 
fact that it’s silk 
screen printed with 


inks! 


Retailers have known for a long time that the 
more colorful, the more eye-catching a banner 
or counter card is. . . the faster it moves mer- 
chandise! They're familiar with the impact of 
NAZ-DAR inks because most of them use it 
exclusively in their own in-store promotions. 


Take advantage of this when you merchandise 
your point-of-purchase material to retailers. 
You'll find you get better placement for over- 
wire hangers, window streamers, posters, etc. 
if you play up the fact they’re silk screen printed 
in the purest, most attention-getting colors 
available. 


And with your next order for screen process 
printing... for the finest in quality reproduction 
... specify NAZ-DAR Fast-Dry Screen Process 
Colors. Either NAZ-DAR J-D Series Ultra Fast- 
Dry Flat Finish Ink or 7500 Series Fast-Dry 
Gloss Finish Ink will deliver trip-hammer sales 
impact! 


These inks enable you to match colors perfectly 
on reruns scheduled months apart . . . enable 
you to store P-O-P pieces for later drop-shipping 
without fear of offsetting . . . and are products 
of the industry's largest ink laboratory and 
quality controlled manufacturing system. 


Write today for two J-D Series and 
two 7500 Series Color Cards. Keep 
one of each at your desk and send 
the others to your silk screen 
printer. You'll have a handy color 
reference guide. 


Consult your silk screen printer 
for helpful P-O-P suggestions 


The NAZ-DAR Company 
461 Milwaukee Avenue 
@laliael-(- Mm kOe aol 
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The Editors Yi hn 


Filling a Need... 


New Association Serves 
Horizontal Interests of 
Sales Promotion Execs 


As this is being written, we’re off 
for the first national convention of 
sales promotion executives. Among 
other things, we hope to find a good 
definition of just what sales promo- 
tion really is. 

Ask a dozen people, and odds are 
that you'll get no less than a dozen 
different definitions of sales promo- 
tion. Thus far, we’ve had to live 
with the complex definition offered 
last year by Prof. Albert W. Frey of 
Dartmouth: 

Sales promotion is that component 
of the marketing mix that con- 
tinually creates and applies mate- 
rials and techniques that, reinforc- 
ing and supplementing the materials 
and techniques provided by the 
other components, INCREASES the ca- 
pacity and desire of salesmen, dis- 
tributors and dealers to sell a com- 
pany’s product and make consumers 
EAGER to buy it. 

The big difficulty with Prof. 
Frey’s definition is that part about 
“supplementing the materials and 
techniques provided by the other 
components.” In particular, where 
does “advertising” leave off and 
“sales promotion” take over? 


>» We've found that most of our 
readers tend to use “merchandis- 
ing,” “collateral” and “sales promo- 
tion” synonymously. Unfortunately, 
however, there is no hard and fast 
definition for any one of these im- 
portant words in the adman’s dic- 
tionary. 

Even though we aren’t sure of 
the boundaries of sales promotion, 
the areas which it covers, at least in 
part, have grown in stature tre- 


peeeneoee 


Display typefaces in this issue 


mendously during the past decade. 
It is only natural that a national 
organization should spring up to 
give the men and women who have 
horizontal interests in sales promo- 
tion a forum. 

There are, of course, a number of 
excellent associations serving verti- 
cal interests within the sales pro- 
motion sphere — Direct Mail Ad- 
vertising Assn., Premium Advertis- 
ing Assn. of America, Point-of- 
Purchase Advertising Institute, 
National Visual Presentation Assn., 
et al. But today, as never before, 
the individual elements that make 
up advertising and sales promotion 
are being called upon to work more 
closely with each other for maxi- 
mum effectiveness. 

We're sure the vertical associa- 
tions will continue to prosper and 
make significant contributions to 
more effective sales promotion. But 
we're just as sure that an organiza- 
tion like the Sales Promotion Ex- 
ecutives Assn. is destined to play an 
increasingly important role. 

Of course, AR has more than a 
passing interest in this subject. We 
feel that AR, in many ways, plays a 
role similar to that of SPEA. While 
there are a number of vertical busi- 
ness papers covering segments of 
the sales promotion field, AR’s role 
is to provide horizontal coverage — 
reports on key developments with- 
in each of the major vertical areas 
plus interpretation which shows 
how the various elements function 
as units of the whole. 

Next month, we'll have an oppor- 
tunity to demonstrate the horizontal 
nature of our coverage. There will 
not only be a general report on 
SPEA convention highlights, but 
also special reports in many of AR’s 
regular departments. 


> Interesting new business promo- 
tion from The Public Relations 


FOOTRTEOOEEEOPOOROUROTOCECOOEEDEOROGOOTEOOEOEOOSEOROEOESUROOECEOOROEROSDSGEECRSREROOCURUCREEOSOORON EO ROEED 


. . 21—Alternate Gothic #2; 24—Bodoni Campanile; 


27—Bodoni Black Italic; 30—-Tempo Heavy Condensed; 44—-Tempo Heavy Con- 
densed; 49—Karnak Black Condensed; 59—-Craw Clarendon; 64—Onyx; 65—Garo- 
mond Bold Italic; 72—-Tempo Bold; 73—-Brody; 80—Garamond Bold & Tempo Heavy; 
84—Futura Demibold; 95—Bernhard Modern; 105—Radiant Medium and Handa- 


lettering. 





Board — Chicago p.r. agency. It’s a | 
simple 8142x7%” sheet of blue paper, | 
folded once to 812x334” to fit around 
checks sent to suppliers. 

The folder carries a simple mes- 
sage: “Here is our check. We hope 
you made a profit on us. For we like 
to do business with you and only by 
profitable transactions can you con- 
tinue to prosper. As the occasion 
arises we trust you will recommend 
our services. For as we grow so will 
our need for what you sell.” 

The type is set small, occupying 
only a 1%4x2'%” block. A “fancier” 
promotion piece might easily be 
considered objectionable by some, 
but this one gave us the feeling of a 
good public relations job. 


> Fellow asked us the other day 
how much difference a fancy press 
release form makes. Our 
was “none, but. . .” 

The “but” is that every release 


answer 


GRACE meta SIGNS 


.. are the chotce of Local & National Advertisers 


ROADSIDE aad 


POINT-OF -PURCHASE 
PLAIN OR 


**SCOTCHLITED’ 


PURE/ryc | 


ANY SIZE IN COLORFUL, 
ATTRACTIVE DESIGNS 
Metal Signs that SELL for 
you night and day! Any size 
or style for a wide variety 


Ve of applications. We'll design 
* your sign if you want. Of 
steel or aluminum, plain 

or ‘SCOTCHLITED’. 


SILK SCREEN PROCESSED 
Silk screened for beautiful 


display of your trade name, 
trade mark, or copy. 


ne 
should contain certain information. 
There should always be a heading 
of some kind, not necessarily 
printed, however. It should contain 
the name of the originator and for 
whom the release is being made if 
it comes from an agency. A must is 
the address of the client and the 
name, address and phone number of 
the person who should be contacted 
if additional information is needed. | 
Greif-Associates, New York p.r. | 
outfit, recently asked 250 business 
paper editors to give their views on 
the subject. The majority reported | 
preference for the “plain Jane” ap- | 
proach — black ink on white paper. 
Two out of three reported that | 
mastheads are not necessary, but all | 


GRACE SIGN & MFG. CO. 
insisted on perfectly legible repro- 


3601 S. 2ND STREET - ST. LOUIS 18, MO. 
duction the main must! 44 


| (OR TAKE 3 YEARS TO BUY) 


| 


SEND US YOUR INQUIRY. 
FREE CATALOG IN COLOR 


THE INCOMPARABLE 


For aS Little AS $f] JE pee monte 


* NO DOWN PAYMENT REQUIRED! (three models to choose from) 


* INCLUDES ALL ACCESSORIES, PLUMBING and ELECTRICAL OUTLETS 
plus an initial supply of paper and chemicals 


* INSTALLATION and INSTRUCTION included at no extra charge 
* FIVE YEAR FACTORY GUARANTEE plus 1 Year Free Service 


Send for catalogue or come in for a demonstration and try the STATMASTER yourself! 


In New York STATMASTER CORP., 19 W. 44th St 
In Miami, Fla. STATMASTER CORP., 3760 N.W. 80th St 
Ted Fenberg Associates, 75 E. Wacker Drive 


In Lynchburg, Va. 
In Ashland, Ohio 
In Toronto 


Wright & Williams, Route 29 North 
Smith & Fair, Inc., 801 Orange St 


In Chicago. . C. & S. Commercial Studios, 150 Simcoe St 


STATMASTER CORP. 19 west 44 St., N.Y. 36,N.¥Y. OX 7-9240 
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FULLY INFORMED 


with the 
“Know How’ 


Whatever your photo-engraving 
problems may be, the 
Horan representative visits 
you with the information 
and the Know-how to resolve 
them, to simplify and make 
them easy. 


Backing him is Horan’s 
record of dependability, a 
record that is the result of 
Know-how and meticulous 
attention to detail in every step 
from pickup to the delivery 
of the finished plates. 


Why not call for a Horan represen- 
tative when you have a problem! 


Horan Engraving Co., Inc. 


44 West 28th Street, New York 1, N. Y. 
ete ama eet 
Branch Offices: Newark, N. J.« Allentown, Pa. 
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® William Bulmer and the Shak- 
speare Press, by C. H. Timperley 
and Laurance B. Siegfried, Syra- 
cuse University Press, Syracuse, 
N.Y., 34 pages, $2.50 Issued in 
observance of the bicentennial of 
the birth of William Bulmer, this 
little book will delight the heart of 
every typophile into whose hands it 
falls. From the clear acetate jacket 
with gold stamped letters over a 
black cloth binding with a glued il- 
lustration in light brown to the 
pages of Celluproof (manufactured 
especially for this edition by Allied 
Paper Corp.), the book is simply 
delightful and a pleasure to hold 
and leaf through. 

Prof. Siegfried, of Syracuse’s 
School of Journalism, contributes a 
note on the Bulmer-Martin types, 
while the biography of William 
Bulmer, written by Mr. Timperley, 
was taken from “A Dictionary of 
Printers and Printing,” published in 
London in 1839. 

The book was set, naturally, in 
Bulmer by Monotype, with wood 
engravings by John DePol and book 
design by Harvey Satenstein. 


@ Photomechanics and Printing, by 
J. S. Mertle and Gordon L. Monsen, 
Mertle Publishing Co., 22 E. Illinois 
St., Chicago, 422 pages, $15 . . . One 
idea of the coverage of this sub- 
stantial volume can be obtained 
from the fact that the general sub- 
ject index takes up 30 pages, in 
addition to a seven page 
name index. 

Compiled primarily for printers 
who need a comprehensive one-vol- 
ume guide to the multitude of tech- 
nical problems and processes with 
which they are faced, it will also 
be useful to anybody else with a 
concern with printing. Liberally 
illustrated, on fine paper, the book 
is a pleasure to handle. 

A descriptive leaflet, which in- 
cludes sample pages, is available 
from the publisher. 


proper 


@ The ABC of Lettering, by J. I. 
Biegeleisen, Harper & Bros. New 
York, 239 pages, $7.50 . This is 
the second edition of one of the 
most practical guides to lettering 
on the market. Written by the 


chairman of the art department, 
School of Industrial Art, New York, 
it starts at the very beginning with 
the equipment a letterer needs, de- 
scribes practice exercises, and goes 
on to letter-by-letter directions. 
There are also 45 pages devoted to 
different typefaces, with both cap- 
itals and lower case letters large 
enough to enable even the un- 
tutored eye to discern the differ- 
ences that give the letters character. 


e The History and Technique of 
Lettering, by Alexander Nesbitt, 
Dover Publications, New York, 300 
pages, $2... The first part of this 
paper-covered book is devoted to 
the history of lettering, from the 
earliest known alphabets through 
contemporary design. The second 
part is called a practical course in 
lettering, and with instructions, ex- 
ercises and examples, it is simple 
and concise. 

A careful reading of this volume, 
with its detailed illustrations, will 
add to any person’s understanding 
of why letter forms are the way 
they are. It will lead to a greater 
perception of differences in type- 
faces and greater sympathy with 
the message which the type design 
carries above and beyond the words 
which it forms. 

It is a book which should be in 
the library of every individual who 
has anything to do with type, and 
at the remarkable low price, no- 
body can afford to pass this one by. 
Dover is to be congratulated at an 
excellent job of book making at a 
budget figure. 


@ Honor Awards Handbook, by 
Milton L. Levy, Box 425, Berkeley, 
Cal., 175 pages, $5 . . . This spiral- 
bound, 84x11” book contains de- 
tailed information about more than 
150 contests in advertising and al- 
lied fields, from artwork to an- 
nouncing, from typography to tele- 
vision, from printing to public 
relations. Each page gives the name 
of the contest, its deadline, address, 
medium considered, entry cate- 
gories, purpose, and how to ente: 


© Editing the Small Magazine, by 
Rowena Ferguson, Columbia Uni- 
versity Press, New York, 271 pages, 
$4.50 Here is a handbook for 
those concerned with house organs, 
journals’ of 
scholarly 


organizations and 
publications. All these 
have in common the fact that they 
have limited circulation and often 
limited budgets, as well as a limited 


staff. Thus the editorial responsi- 














Supremely white 

with a rich finish 

that provides glowing reproduction 
plus ease of printability— 

for lithography, 


letterpress, and gravure. 


(This is Shasta Text, Basis 80) 
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Black and white illustration courtesy Argus Cameras, Inc. 





Shasta Text, Basis 70 and 80 


Shasta Cover, Basis 65 ar 
in matching Tinishes 

is available 

in the following sizes 

20 x 26 


23 x 35 


CHILLICOTHE PAPER CO., Chillicothe, Ohio 





bilities frequently fall upon the 
shoulders of one who is not pri- 
marily an editor, but who must 
make decisions in all the areas 
that go into putting together a mag- 
azine. 

The first seven chapters cover the 
technical editorial functions from 
planning to printing, while three 
chapters discuss executive editorial 
functions. 

Simply written, this is a useful 
guide to an adman_— suddenly 
plunged into the preparation of an 
internal or external publication. 


@ Direct Mail File of 100 Ideas, by 
Harry B. Coffin, Direct Mail Ad- 
vertising Assn., 3 E. 57th St., New 
York 22, non-members $5, mem- 
bers $2.50 . . . This handy booklet, 
one of the DMAA’s series of re- 
search reports, gives ingenious ways 
of taking your mailing out of the 
ordinary. Each is accompanied by 
a sketch and detailed instructions 
for your printer. Whenever you are 
looking for a special approach, any 
of these suggestions may serve as 
a useful thought-starter. 


@ Industrial & Business Photog- 
raphy for the Amateur, By Ben 
Melnitsky, Greenberg, New York, 
124 pages, $1.95 . . . Almost every 
adman owns and uses a camera for 
personal purposes, but few have 
seriously considered how even an 
amateur photographer can use his 
hobby to advance his business in- 
terests. The author, formerly an 
editor of Industrial Photography 
and currently owner of a _ photo- 
graphic reporting service, outlines 
how the amateur can supplement 
the professional without supplant- 
ing him. Industry by industry, the 
author has reported actual uses of 
photography for practical purposes, 
and adds general comments and 
how-to-do-it advice 


“The truth is, we can’t afford top il- 


” 


lustrators. .. 


NEW PROGRESS IN SPACE... 
* NOW VENUS REGULAR 


Bauer Alphabets is proud to announce the latest advance in solving 
the space problem. The new Venus Medium Regu/ar, available in 
stock from 6 to 84 point, permits you to specify this versatile family 
in three styles...to meet your every need. Venus Regu/ar will also 
be cut in Bold, Extrabold and Light. Some sizes of these weights are 
now available. For complete information, see your nearest Bauer Type 
Dealer or write on your letterhead to: 


B 
BAUER Alphabets, Inc. 
235 East 45th Street - New York 17,N.Y - OXford 7-1797-8-9 2 


Text set in Venus Medium Regu/ar 


Good Typography 
Cuts Space Costs 


Here Type Can |" P] SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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CU/ 
I SOLVED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 


gift tool kit! 


Just what everyone wants! A kit of deluxe, 
midget or full-size hand tools. Useful in the 
home-workshop, household kitchen... you 
name it. In handsome leather and plastic gift 
kits. Imprinted in gold or white letters. 
Quality guaranteed. For customers, 

business associates or friends. 


WRITE FOR 
FREE cccorrus 
CATALOG 
Many selections for every budget! 
Quantity discounts! 
ee . . . . *e . 7. *e . . . . + ee 


Address inquiries to Business Gift Dept. * 


* UTICA DROP FORGE & TOOL DIVISION" 


Kelsey-Hayes Co., Utica 4, New York 


Hallmark of quality in Hand Tools since 1895 
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will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Merchandises Publicity 
For Multiple Results 


When we achieved an editorial 
“break” via a feature story on our 
company in the Esso Oilways pub- 
lication, we decided to merchandise 
the publicity in order to get the 
greatest effect from it. 

Sending copies of the issue con- 
taining the article to four different 
kinds of mailing lists, we also sent 
the following covering letters: 


© To The Employes... a note shar- 
ing the publicity spotlight brought 
to “our” company 


© To The Suppliers . . . an acknowl- 
edgement of the part they had 
played in the successful growth of 
our company 


© To Our Customers ...a letter of 
gratitude saying “You Helped Write 
This Article.” 


@ To Other Editors ... an offer to 
provide photos and case histories 
for any stories involving adhesive- 
bonding. 


4 The results of this extra effort on 
our part more than made up for any 
trouble involved and included in- 
creased understanding from sup- 
pliers and employes plus some 
gratifying and profitable customer 
reaction. 
BERNARD GOULD 
Mgr., Market Development, Rub- 
ber & Asbestos Corp., Bloomfield, 
N.J. 


Extension Arm Device 
Aids Adman on Plane 


When a Los Angeles adman 
planned a plane trip that necessi- 
tated carrying two dozen 30x40” 
presentation cards under his arm, I 
decided he needed an extra arm! 

The result was a ten-inch, two- 
pronged metal hook with a carry- 


ing handle. Serving as an exten- 
sion arm, it can be held in one 
hand, and since it can comfortably 
carry the necessary load, it elim- 
inates the awkward necessity of 
struggling with both hands to man- 
age large presentation cards. 
AtFreD A. ATHERTON 
Atherton Mogge Privett Inc., 
Los Angeles 


Acrylic Spray Prevents 
Paper Tear Problem 


Like many artists and draftsmen, 
I usually mount a sheet or two of 
gray or brown paper on my draw- 
ing table to use as a base on which 
I fasten work with masking tape. 

The difficulty I formerly faced 
with this system was the tendency 
of the tape to tear the base paper 
when I removed the finished work. 

I found a solution to this by 
spraying the surface with a film of 
acrylic spray. This prevents the pa- 
per from tearing and permits easy 
removal of tape. 

This system could also be used in 
other situations where tape removal 
is involved. 

Exias C. Sam 

Dan W. Frye, Pittsburgh 





Wanta clean cover stock with easy press performance? 
ATLANTIC COVER lies flat, stays flat and reduces make-ready and press time. 


When the job calls for folding, you can also rely on the scoring and non- 
cracking advantages of ATLANTIC COVER. 


For offset or letterpress, ATLANTIC COVER is surface-sized,which produces a 
better finish for either printing process. 


Whatever your requirements in cover stock, you'll find special advantages 
in ATLANTIC COVER. Made in nine clear, sparkling colors and a bright white 


... Antique or Ripple Finish. Ask your Franchised EASTERN Merchant for 


samples of ATLANTIC COVER today. 
EXCELLENCE IN FINE PAPERS 


ATLANTIC COVER « ATLANTIC BOND « ATLANTIC OPAQUE « ATLANTIC OFFSET « ATLANTIC LEDGER 


Atlantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULPS 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 
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ENVELOPES! 


Cutclosure time 
as much as 


Sure! Employees do work 
faster with these new metal 
clasp envelopes. And for two 
good reasons. 


First, fingers never touch the 
metal. No need to go slowly 
because of tender fingers. No 
fear of broken nails. 


Second, closing the envelope is 
so wonderfully easy. Nothing 
to do but slide flap into place. 
The rest is automatic. The 
clasp is self-acting and fastens 
flap on contact. No pressing. 
No bending. No turning. No 
twisting. 


WRITE FOR FREE SAMPLES 


Kwik-Klasp actually is so simple and 
easy to use that it cuts closure time 
over ordinary methods by as much as 
%. Think what this means in greater 
mailing efficiency —in time and money 
saved on small and medium mailings. 
Mail coupon for free samples and 
full information. 


Tension Envelope Corporation 
815 East 19th Street 
Kansas City 8, Missouri 


Please send free samples of Tension 
Kwik-Klasp envelopes—also prices and 
complete information. 


Name Title 
Company 
Address. 


City siceiammnieceiat Minna 
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ADDERS 


Ethical Problem 


® The studio of which I am a part- 
ner has a problem which goes like 
this: One of our customers has its 
own art department, and often does 
its own production artwork and il- 
lustration on jobs which we design. 
While this makes us a little unhap- 
py, we can understand the econo- 
mies of their situation and have no 
complaint. However, in recent 
weeks this customer frequently has 
taken to sending our design mate- 
rial out for production and illustra- 
tion to competing studios. 

We feel this is not only unfair, 
but unethical. It is our plan to con- 
front them with a strongly com- 
posed presentation of our thinking 
on this. We hope to shore up our 
arguments with some material on 
ethics as relate to such a situation. 
We have seen some of it published 
in codes of ethics, suggested rules 
for fair practice, and the like; but so 
far, have not been able to locate it 
again. 

We are a reputable studio, and 
very competitive in price, service 
and quality. I think the defense of 
our position represents fairly the 
best interests of both the advertis- 
ing and graphic arts businesses. 

NAME WITHHELD 


(A difficult position. We have sent 
a reprint of the Code of Ethics of 
the Natl. Society of Art Directors, 
AR #236, 25c, and hope it helps. 
Any further suggestions from our 


readers? ... Ed.) 


Guides for Students 


® Enclosed please find my personal 
check for reprints of the basic 
guides for paper buyers, for better 
advertising photos and to direct 
mail (Reprints #301, 302, 304) 

I teach advertising production at 
the University of Oregon’s School of 
Journalism and these reprints will 
be used by my students. 

I am encouraging the students to 
read AR and to keep these basic 
guides for reference when they get 
out of school and into their first 
jobs. 

Cart C. WEBB 

Mgr., Oregon Newspaper Publish- 

ers Assn., Eugene, Ore. 


NEW! DAILY GET-TOGETHER BOOK FOR 1958 
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Effective Proof 


@ Perhaps you'll be interested in 
this sequel to the fine article about 
Telebriefs which appeared in your 
April issue. 

We ran a coupon offer in our 
February edition — for a booklet 
called “My Daily Get-Together 
Book” — which drew a response of 
over 90,000 copies. And six weeks 
after distribution of the issue 
stopped, the coupons are still com- 
ing in at the rate of 100 or so a day. 

This approaches a 5° return, and 
I hope this helps us live up to your 
billing of “little — but effective.” 

Louis A. EIFFERT 

Editor, Telebriefs, Illinois Bell 

Telephone Co., Chicago 


Purchasing Aid 


@ I would like to commend you on 
a particular issue of ADVERTISING 
REQUIREMENTS (Sept., 1956) which 
was very helpful in selecting some 
copying equipment for our offices. 

To elaborate, we were reviewing 
the various equipment available, as 
we needed some to expedite mate- 
rial flow through our office. 

We referred to your article on the 
various types available. We inter- 
viewed several manufacturers 
made a decision. 

Without this particular issue, it 
would have taken us considerably 
longer to make our evaluation. 

Pau. E. SIEBER 

Jordan, Sieber & Corbett, Chicago 


and 


(Glad to have been of help. Moral: 
keep your AR file handy .. . Ed.) 





Unculled Lists 


e Your “Guide to Direct Mail” 
(April) was most interesting. 

Too bad that the investment se- 
curity sales outfit that sent me the 
attached mailing couldn’t have read 
it. I received five envelopes, all 
with individually typed addresses, 
in a single day. Clark R. Simmons, 
our advertising manager, received 
five on the same day at his home. 

We took the view that any com- 
pany with such sloppy direct mail 
procedures was not a very good bet 
for telling us where to spend our 
money. 

If this was repeated elsewhere 
as I imagine it must have been— 
think of the burden placed on poor 
old Uncle Sam’s postal facilities 
and money, money, money down 
the drain all along the line. 

Wa.tace H. KInz 

Asst. Ad. Mer., Hooker Electro- 

chemical Co., Niagara Falls, N.Y. 


Likes Wide Margins 


e The unusual letter format from 
Mr. Dan Scherer certainly attracted 
my attention! (AR, March) 

Such a format must inevitably 
come to the sharp notice of any 
recipient because of so much stand- 
ardization in business letters today. 

I'm writing you because we have 
used a “wide margin” technique 
in our correspondence for many 
years. 

Not as sharply defined as his, but 
nevertheless allowing plenty of 
margin for notes, ete. as Mr. 
Scherer suggests. 

This is just a contribution to the 
cause. Keep up the good work of 
showing us what the other fellow 
is doing — it’s a great help in im- 
proving our own work! 

A. ADAMS 

M. E. Moss & Co., Hartford, 


Conn. 


Association Man 


e We are grateful for your per- 

mission to reproduce, in the Sales 

Executives Club of Chicago News, 

your editorial “Be an Active As- 
sociation Man.” 

Ivin E. Harris 

Executive Director, SECC, Chi- 


cago 


e Just a note to tell you how much 
I appreciated your March editorial. 

I started in this advertising busi- 
ness with the Portland Cement 
Assn., and I guess I never have 


The following reprints of feature articles which have appeared in ADVERTIS- 
ING REQUIREMENTS are available at 25¢ each, except where another price is 
listed. Special prices are available for quantity orders. Please order by num- 
ber, enclosing payment for all orders for $2 or less. Send your order to 
Reprint, Editor, Advertising Requirements, 200 East Iilinois St., Chicago 11, Ill. 


Art 


241 How a Cartoon Character Sparks a Campaign — by Treadwell D. Covington 


236 A Code of Ethics for Art 


Audio-Visuals 

303 A Basic Guide to Business Films 

224 The Art of Communication a by Richard A. ‘Naumann (50c) 

177 The Use of wae Recorders in ‘Advertising —_ by H. Jey Bullen (50c) 


145 Audio- Wewdle Don’ t Have to Cost a Lot of Money to Be Effective, ; 


Binding 


193 Loose-Leaf Binding 


Contests 
205 A Contest Isn’t Over When The Winners fee Picked os oy Phil Seitz 


184 Mrs. America . . . Beauty Pahes a Back Sect od - by Ted Sanchagrin 


Dealer Programs 
174 How Carter Merchandises Its Maps — by Vin A. Corwin 


159 Simplicity . . 


. Sheaffer's Key for Efficiency in aden Ad Mat ‘Orders a “a D. A. 
Reed 


142 How to Make One Promotional Dollar Do the Work - Ten a by R. V. Boom 


140 Pabco Sells Color with a Coordinated Campaign | 


129 Repetition Plus Quality asastele Add Up to an > Gunton amuen — by Herbert 
Baker 


f 


125 International Harvester Stages Mammoth Dealer Sales Meeting — by harry Franklin 


117 Everyone Gets In on the Act with lady Stratford — - by Herbert Seher 


111 RCA Builds Dealer Prestige - a - by Karl Kirchhofer 


Design 
167 Noreen Integrated Design — by Bradley Lane 


136 The El Producto Story — by P. K. Thomajan 


Direct Advertising 

304 A Basic Guide to Direct Mail 

248 Can You Afford to Run Your Lettershop? — by Francis s. Andrews 
240 Making an Effective Direct Mail Package a by William Boring- Gould 
238 Trends in Direct Mail — by Dick Hodgson 

231 The Little Ambassadors — iby Dick Hodgson 

219 Hoffmann-LaRoche Dares to Be Different 


214 Are Amateurs are Direct Mail? — iby Dick Hodgson 


172 202 Tips for Direct ‘Mail Advertising (50) 


103 All the People Some of the Time oe eo Nicholas Samstag 


Engraving 
203 Progress Report on Electronic ean — ey David Saltman 


190 The Production Managers’ henner fer Lote Plate Problems — by Ted Sanchagrin 


. listings continue on page 14 
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. continued from page 13 


155 Assembling Color Elements Can Save Time and nee _— by H. C. Latimer 


18S) yf photographic operatior to prep process 


141 How te Make One ‘Set a Color Plates Do the Work of Several — by Bernard T. 
Converse 


art for the platemaker 


Getting ron a b&w budget t 


112 De's and Don'ts for Better Engraving 


Exhibits 


239 Borrow an idea from St. Lovis — by Mildred Weiler 

Exhibits in a modern air termir 
223 Showmanship at a Home Show — by Phil Seitz 

Practical experience shows eleme 
192 Exhibit Photos — How te Put Them to Work 

How a number of exhibitors used photos of th 
191 Hew to Get More from Your Trade Show Dollars — by Williom S$. Orkin 
mn building traffic and planning follow-through for y 
178 The Growing Importance of i as an Advertising Medium — by James Sesegh 
Fairs have become a product showcase and a selling place 


168 Maturity for Trade Show Exhibits — by Dick Hodgson 


146 How to Get the Most Benefit from Trade Shows 
Excerpts from Monsanto 
110 55 Ulcer Reducers for Exhibitors 


Rules for making exhibiting easi 


Miscellaneous 
301 A Basic Guide for Paper Buyers 


218 Ten Rules for Believable Testimonials. 7 
Hemeeanee OC - ' ; 
210 How Agencies Work Together = op James Robertson 
208 Emblems — by Robert M. , ome vie a 7 - 
202 How | Solved It ($1) ee eee er 
64-page book containing over 125 selected ‘‘Hov 
201 Advertising Copyrights — by Robert J. Susten ($1) 
151 Color in Advertising — by funer teen one ee 
165 Bankers Are People, too — by Jeff Thomson ne 


How a Dank extends its advertising 


Motion Pictures 


209 Miller Makes a Film — by Benn Oliman 
How Miller Brewing developed it 
198 Less Than Ic Per Impression — by Mildred Weiler 
The story behind an effective movie produced by Wab< 
113 Three Dimensional Business Movies Become a Reality — — = by Dick Hodgson 
juction highlights of a color and movie produced with Bole 


Packaging 
306 A Basic Guide to Packaging 


What packages st 
156 A Package on Every Table — by James Joseph 
Designing food packages that se n stores 
139 Show Your Wares To Sell Them! — by Ernest W. Goldberg 
How illustrated shipping containers 
114 How to Design seat 6 tor Self- a aie — by Frank Gianninoto 
ee ng de out e gemana f moder Y 


Photography 


302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get bette 

223 A New Guide to Color Photography — by Egon Berka 

A simple explanation of the many types of « 
175 How to Use Color Stats — by Ted Senchagrin 

How admen are ( ng the 
171 How to Get Better Advertising Photos — by eat Prince (50) 
AR‘s two-part eries on cettina and 
162 How to Crop Photos — by Vincent T. Tajiri 
Pointers for getting the most out of photoar 

138 The ‘Taking’ of a Man of Distinction — by Ted Sanchegrin 


The story behind the photoaraphs in Lord Ca 


Point-of -Purchase 
252 What's in the Future for Point-of-Purchase? — by ome Gellagher 


The changing market place is <« ng admen to take a 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
M ney-Saving ideas fron 
195 Abbott Aims at the Consumer — by Bert Enos 
Retaining its ‘‘ethical’’ approach, Abbott used many ways to sell consumers 
176 What Makes Good P.O.P. Advertising — by Donald S$, Hutchinson 
A guide to help readers hit pay dirt at the ail-important point-of-sale 
160 Professional Installation Assures Success for Admiral Displays — by Bert Enos 
How professional installation services assured success for a display prograr 
148 Why Agencies Should Be Interested in Point-of-Purchase Displays — by Bert Enos 
Several case histories show why agencies need to recognize display 
104 Displey Package Builds Sales fer Zymenol — by Webster Kuswa 


A well-planned promotion turns a prescript on drug into a consumer product 


Premiums 


251 The Basic Premiums — by John M. Davidson 
A look at 50 years of premium 
227 Ballast Your Business with Balloons 
Thirteen ways to use balloo sale 


- « « listings continue on page 15 
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been able to quite get this “asso- 
ciation spirit” and the value of 
associations out of my system. 

After all, the value of association 
is directly commensurate to what a 
man puts into it — every member 
multiplying the benefits to the 
other members. 

D. H. Coins 
Marsteller, Rickard, Gebhardt 
& Reed, Chicago 


® Could Detroit’s chapter of Na- 
tional Industrial Advertiser’s Assn. 
reprint March editorial “Be an Ac- 
tive Association Man”? 
Cart B. ANDERSON 
Crawford Door Co., Detroit 


Avid Reader 


@ Congratulations on the 

you're running on externals. 

JOHN E. Davis 

Editor, Shell Progress, Shell Oil 
Co., New York 


series 


o 


EL | 


WANTED 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Dummy Food Packages 


® Could you furnish us with a 
source of supply of empty boxes 
and/or cans of nationally adver- 
tised grocery products? We manu- 
facture kitchen cabinets and need 
these items for display and adver- 
tising purposes. 
S. Rocer Dixon 
Asst. Ad. Dir., Palace Metal 
Products Inc., Brooklyn 


Tipping In Photos 


e A client of ours is interested 
producing approximately 20,000 





folders and tipping in actual photo- 
graphs in each. Can you tell us a 
source which might be mechanized 
enough to handle such tip-in work 
at a reasonable cost? 
SuTToN Marks 
Gordon Marks & Co., Jackson, 
Miss. 


Dog Tags 


e Can you tell me the name of a 
manufacturer of a machine that 
makes name and address tags on 
brass, aluminum or plastic for key 
chains and dog collars? 
Ray COLuLer 
Ray Coller Ad. Agency, St. 
Petersburg, Fla. 


Coil Stamp Dispenser 


@ Where can I obtain a simple de- 
vice ($10 or less) which will hold a 
coil of three cent stamps and dis- 
pense one at a time, preferably wet 
and ready for application to the 
envelope? 

ALAN R. LAKEIN 

Baltimore 


Wants Gadgets 


@e We are seeking information on 
how we might contact manufactur- 
ers of “gimmicks” and sales promo- 
tien aids or tools re Canadian rep- 
resentation. Presently we are han- 
dling a number of these items for 
American firms. However, the de- 
mand in Canada for new ideas has 
increased at a_ breathtaking rate. 
A parting thought! In our humble 
opinion, we consider AR truly the 
bible of the advertising-sales pro- 
motion industry. 
N. LEE 
Sales Coordinator, The R. H. Wil- 
liams Co., Montreal, Canada 


Newspaper Paintings 


e I am trying to get together a list 
of paintings that have been done on 
the subject of newspapers and 
newspaper production. I know that 
every once in a while something of 
this nature appears as part of an 
advertisement, but to the best of my 
knowledge, there is no list of them. 
Frequently we get requests from 
people in the industry who want to 
know what kind of fine art is avail- 
able, for instance, decorating the of- 
fice of a publisher or an editor. 
Epmunp C. ARNOLD 
Dir. of Trade Relations, Mergen- 
thaler Linotype Co., Brooklyn 
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Personalize Your Premiums — by Kenneth F. Curry 


Erwin Wasey’s premium buyer tells how to get greater impact in your progran 


Ten Years of Progress in Premiums — by Gordon C. Bowen 


An expert looks as the post-war premium boom and its meaning to admen today 


Premiums at General Mills 
The inside story of one of the country 


How to Promote a Ten-Cent Gadget — by John C. Swift 


s laraest users of premiums 


The promotion behind White Cap Co premium item, the lid flipper 


Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for plannir 
Follow Through — Key to Premium Success — by Arthur E. Irwin 
A complete program of follow-through is the key ingredient in 
Give the Dealer What He Wants — by LeRoy King 
A former supermarket operator gives examples 
The Great Premium Boom — by Gordon C. Bowen 
A quide to premium types 


1g premiun 


premium 


Printing & Typography 
305 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more 
249 The Advantages of Letterpress & Offset 
A debate on print shedding light on the selection of the best print 
243 Designing for R.O.P. Color — by John W. Amon 
An art director gives the rules which have won awards for 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There's trouble when buyer, artist and printer don't talk the 
229 New Uses for Printing Today — by Joe R. Schoeninger 
The printed word is reaching out into new fields of con 


211 A System for Controlling Printing Costs — by Frederic Kammann (50c) 
A -part outline 


124 Institutions Learns 3-D Production Tricks — by John C. Randall 
105 Let's Swap Ideas 


s and admen culled from Kimberly-Clark’: 


Publicity & Promotion 
232 The Story of the Influential — by Peter E. Schruth 


A Saturday Evening Post executive takes you inside one of the year 
226 School For Home Buyers — by Stanley E. Cohen 
How a national association worked out 
221 Make the Most of Your Star — by Don Young 
How Wilson & Co. gets promotional va fron ur of its £ 
199 Merchandising Publicity a ~ Morris B. Rotman 
Case history of publicity program which drew extra dividends t 
194 Chiquita Banana Goes to School — by Clarence W. Moore 


How United Fruit Co.’s story gets 


r use as a promot 


than 300 one-line 


ri 


ds thr effective merchandisir 


promotior 


promotior 


of premiums retailers like 


my omediun 


specin ens 
ing process 


his agency 


same language 
munication 
of a practical system for saving 10°%. on your printing bills 


An effective guide for producing printed 3-D advertising material 


contest 


campaign 


ce prograr 


rograr tar 
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to teachers and student 


185 How to Handle Relations With Radio, Television & ‘Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and 
183 Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized 


173 How to Prepare a Modern Anavel pon need — by Herbert Cc. Recount’ 
158 Elsie. 


quides for the preparation of effectiv 
. Borden's Living hedaman — by Ted Sanchagrin 


What Border cow accome 


Signs 

244 Designing for Posters — by Garrett P. Orr 
237 Signmanship for Edsel Dealers 

234 Keeping Signs Uniform 


233 How to Plan a Decal Valance Program . — sar Benn Ollman 
er Brewing Co.'s advanc 


216 How to Use Highway Signs 


213 Philco Signs Up — by Allen Sommers 
gn program with < 
212 Dealer Program Builds Unity for Culligan 


yet 1,10 
152 A New Look for Signs 


Changeat j 4 growing tr 
132 Ford Uses Unusual Teasers in a California — - by Phil Seitz 


techy 


130 A ‘‘New Medium’’ Gets Ws First ‘Major Test — by Dick Hodgson 


Television & Radio 
217 Getting Your Film on Ww Cost free — by Richard Mervin 


204 Colorcasting — by Sheldon M. “Heimen 


Here ‘ 


How to Merchandise Syndicated TV Shows a by Meurine Christopher 
ig@Qg 
How to Merchandise TV Tie-Ins — by Frank Jacobs 
How donor f h to fit 


How to Prepare Jingles for Radio Spots — by Maurine Christopher 


e 


Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamps 


AR’s interview with John W. Y pe 


visual media 


121 Trading Stamps Build Repeat Business for Senver Merchonts oe by Frank tynn 
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vr before at so low a price! Never before 
Ne gettin 0 Brite Sees heiore af se law 9 § 


Now! Low priced to fit your advertising budgets! 
TU RR un ud 
No minimum charges! You receive 24-hr. service! 


Phone or write for style brochure! 


TS LU ATM) A 
Ie a eee 
Phone DEarborn 2-7206 


“Our success depends 


on quality cardboard !” 


write for free samples to: 


Chicago Cardboard Company 


1240 N. HOMAN AVE., 


lo « Ep * June 1958 


CHICAGO 51, ILL. 


coma 


Almanac 


SEPTEMBER, 1958 
Sept. 1 


Labor Day . sponsored by American 
Federation of Labor Congress of In- 
dustrial Organizations, 815 16th’ St., 


NW, Washington 6. 


Sept. 1-7 
First-Voters Week 
Young Republican Natl. 


1625 Eve St.. NW, 


sponsored by 
Federation, 
Washington 6. 


Sept. 1-30 
Vational Better Breakfast Month . 
sponsored by Cereal Institute Inc., 
S. LaSalle St., Chicago 3. 


{merican Home Lighting Fixture 
Month sponsored by American 
Home Lighting Institute, 360 N. Mich- 
igan Ay., Chicago 1. 

Protein Bread Sales Month . . . spon- 
sored by Natl. Bread Sales Months, 111 
N. Marion St., Oak Park, Ill. 

Water Conditioning Month . . . spon- 
sored by Water Conditioning Research 
Council, Wheaton, Ill.: Natl Assn. of 
Soft Water Service Operators, Wheaton, 
Il. 


Sept. 2-9 
Vational Child Safety Week ... spon- 


sored by American Safety League, 6 N. 
Main St., Plaistow, N.H 


Sept. 7-13 
Vational Blouse Week ... sponsored by 
Natl. Assn. of Blouse Mfrs. Inc., 341 
Madison Av., New York ee 
Vational Make It Yourself With Wool 
ht eek : P sponsored by the Wool 


Bureau Inc., 16 West 46th St.. New 
York 36 


Sept. 7 
Fall Millinery Openings . . . sponsored 


by Millinery Institute of America Inc., 
1450 Broadway. New York 18 


Sept. 15-Oct. 15 


Vational Vy allpaper Vonth . + ». Spon- 
sored by United Wallpaper Division, e/o 
Ruthrauff and Ryan, 360 N. Michigan 
Av., Chicago 1, 


Sept. 15-21 


{nthracite Week . . . sponsored by An- 
thracite Industry Council, 342 Madison 
v., New York 17 


Sept. 15-30 
Lessons In Lamb Wt eek e sponsored 
by American Sheep Producers’ Council 
Inc., 520 Railway Exchange’ Bldg., 


Denver 2 


Sept. 17 


( itizenship Day 


(presidential prog 
lamation). 


Sept. 18 
Vational Chiropractic Day . . . spon- 
sored by Natl. Chiropractic Assn., Na- 
tional Bldg., Webster City, Ta. 


Sept. 20-21 
Cranberry Festival 


® sponsored by 
Natl. Cranberry Assn., 


Hanson, Mass. 


Sept. 20-28 


Vational Soft Water Week . . . spon 
sored by Water Conditioning Research 
Council and Natl. Assn. of Soft Water 
Service Operators, 325 West Wesley, 


Wheaton, Ill. 


Sept. 21-27 
100% Pure Maple Syrup Week as 
sponsored by 100% Pure Maple Syrup 
Institute, St. Johnsbury, Vt. 
Vational Dog Week . . Sponsored by 
Natl Dog Welfare Guild Inc., 1186 
Broadway, New York L. 
Vational Tie Week . . . sponsored by the 
Men’s Tie Foundation Inc., 432 Fourth 
Av., New York 16. 


Sept. 22-28 


Vational Sweater Week . sponsored 
by Natl. Knitted Outerwear Assn., 386 
Fourth Av., New York 16. 


Sept. 23-28 
{nti-Freeze Week (North) » . +» Spon 
sored by Zerone & Zerex Anti-Freezes of 
the du Pont de Nemours Co., Wilming 
ton YO. 


Sept. 27 


Kid’s Day . . sponsored by Kiwanis 
Intl, 520 N. Michigan Av., Chicago 11 


Printing 
Sponsored by Peninsular Paper Co.. 
Ypsilanti, Mich. Entries may be sub 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256. 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 
Closes last day of each month 


Corporate Annual Survey 
Sponsored by Financial World, 17 Bat 
tery Place, New York 4. The only con 
tinuing study of current practices ol 
leading corporations in reporting to 
their stockholders. Awards include cet 
tificates. “Osear-of-Industry” — trophies 
To enter, forward two copies of annual 
report to Howard L. Sherman. 

Closes June 2, 1958 


Specialties and Calendars 
Sponsored — by {dvertising Specialty 
Vatl. Assn.. 1145 19th St.. NW, Wash 
ington 6: Ralph Thomas, Executive Di- 
rector. Open to businessmen who use 
advertising specialties and calendars in 
advertising, merchandising or public re 
lations activities; also to anyone who 
buys, sells or uses them for a business 
purpose. Cash prizes also are given fot 
best descriptions and documentations. 
Closes July 1, 1958 


ROP Color Awards 
Sponsored by Editor & Publisher in 
conjunction with the 3rd Annual News- 
paper ROP Color Conforence. Competi 
tion covers national food or general sub 
ject color ads appearing in daily news- 
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QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
B The Whitaker Paper Co. 
M ‘ The Partin Paper Co. 
Mont ery W. H. Atkinson. Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
\ Roach Paper Co. 


CALIFORNIA 
f Blake, Moffitt & Towne 
\ { Blake, Moffitt & Towne 
Beact Biake, Moffitt & Towne 
Angele Blake, Moffitt & Towne 
Carpenter Paper Company?t 
ent Blake, Moffitt & Towne 
Bernad Blake, Moffitt & Towne 
eg Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Companyt 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 


. Carpenter Paper Co.* 
Graham Paper Co. 


CONNECTICUT 


: / John Carter & Co., Inc. 
New Have John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Co. 


FLORIDA 


b V The Jacksonville Paper Co.f 
The Everglade Paper Co. 

The Central Paper Co. 

The Capital Paper Co. 

The Tampa Paper Co. 


GEORGIA 
Atlant The Whitaker Paper Co.{ 
} The Macon Paper Co. 
The Atlantic Paper Co. 


IDAHO 
Blake, Moffitt & Towne 
Carpenter Paper Co 


ILLINOIS 
Bradner Smith & Company?! 
Dwight Brothers Paper Co.{ 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Co. 
C. J. Duffey Paper Co 


INDIANA 


The Millcraft Paper Co. 
Indiana Paper Co., Inc. 


IOWA 
Carpenter Paper Co 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 
eka Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
puisville .... The Rowland Paper Co., Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans, 


MAINE 
John Carter & Co., Inc. 


MARYLAND 
Garrett-Buchanan Co. 
The Whitaker Paper Co. 
MASSACHUSETTS 


John Carter & Co., Inc. 

The K. E. Tozier Co.* 
jfield John Carter & Co., Inc. 
ester John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co. 
nd Rapid Central Michigan Paper Co 


MINNESOTA 


Minnec C. J. Duffey Paper Co. 


Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


acksor Jackson Paper Co. 
Meridiar Newell Paper Co. 


MISSOURI 


Kanso ty Carpenter Paper Co. 
Midwestern Paper Company! 
t. Louis Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co.t 


NEVADA 
Rer Blake, Moffitt & Towne 


NEW HAMPSHIRE 
Concord. John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 


NEW YORK 


Hudson Valley Paper Co. 

ngham Stephens & Co., Inc. 

fla Hubbs & Howe Co. 

mestowr The Millcraft Paper Co. 
rk City Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 

Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton, Far Eastt 
) Bulktey, Dunton, S. A.t 
) Chempion Paper Corp., S.A.T 
Champion Paper Export Corp. 
hester Genessee Valley Paper Co. 


NORTH CAROLINA 


Asheville. Henley Paper Co. 
harlotte The Charlotte Paper Co. 
Raleigt Epes-Fitzgerald Paper Co. 


OHIO 
The Milicraft Paper Co. 
nnati The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 
eveland The Millcraft Paper Co. 
Slum Sterling Paper Co. 
xyt The Cincinnati Cordage & Paper Co. 
ansfield Sterling Paper Co. 
ed The Millcraft Paper Co. 


OKLAHOMA 
klahoma City Carpenter Paper Co. 
Tulsa Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
wr Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 

r Garrett-Buchanan Co. 
Garrett-Buchanan Co. 
Matthias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
Pittsburgh The Whitaker Paper Co. 
Reading Garrett-Buchanan Co. 


RHODE ISLAND 
.. John Carter & Co., Inc. 


SOUTH CAROLINA 
. .Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
} re} Bond-Sanders Paper Co. 
Knoxville The Cincinnati Cordage & 
Paper Co. 
Memphis Tayloe Paper Company 
ashville Bond-Sanders Paper Co. 


TEXAS 

Kerr Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 

Carpenter Paper Co. 
Southwestern Paper Co. 
k Carpenter Paper Co. 
tor Carpenter Paper Co. 


UTAH 
Carpenter Paper Co. 
Carpenter Paper Co. 
VIRGINIA 
i Epes-Fitzgerald Paper Co. 
4 Epes-Fitzgerald Paper Co. 
WASHINGTON 
rattle Blake, Moffitt & Towne 
Carpenter Paper Company? 
kane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
: Blake, Moffitt & Towne 
Yakima . Carpenter Paper Co. 
WEST VIRGINIA 
The Cincinnati Cordage & 


Paper Co. 
WISCONSIN 
A ke Dwight Brothers Paper Co. 
CANADA 
Blake Paper Limitedt 
*BOX WRAP GRADE NLY 
TPRINTING PAPERS & BOX WRAP GRADES 


tPAPETERIE RANE 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio. 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT 


General Office: Hamilton, Ohio 


.. Canton, N. C.... Pasadena, Texas 


, HAMILTON, OHIO 
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papers between June 1, 1957 and May 
31, 1958. Entries may be obtained from 
Arthur Brashears, Secretary ROP Color 
Conference, Room 403, 141 E. 44th St., 
New York 17. 








WHY IT PAYS TO MOVE 










Closes July 1, 1958 


EXHIBITS BY MAYFLOWER 























Miles Kimball Awards 

Sponsored by Mail Advertising Service 
Assn. Intl., 18120 James Couzens Hgwy.. 
Detroit 35. Open to creators and produc- 
ers of outstanding direct mail material; 
originators of new methods or machinery 
used for direct mail production; users of 
direct mail who have significantly influ- 
enced the industry, authors and teachers 
of direct mail. Nominations should in- 
clude name and title of individual mak- 
ing the nomination, as well as name and 
detailed qualifications of the nominee. 
D. W. Hacker, Chairman, Miles Kimball 
Award Committee, Lettercraft Co., 
13001 Puritan Av., Detroit 27 


Closes July 10, 1958 













Retail Packaging 
Sponsored by Variety Store Merchan- 
diser, 419 Fourth Av.. New Yory 16. 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in eight classifica- 
tions including cosmetics and _ toilet 
goods, toys and games, household and 
housewares, hardware, paint and_ elec- 
trics, notions and related lines, soft lines 
and ready-to-wear, stationery, miscella- 
neous (novelties, holiday lines, edibles, 
etc.) “Best package of the year” re- 
ceives bronze plaque. 


















Closes Aug. 31, 1958 







P.1.A. Self-Advertising Awards 
Sponsored by Printing Industry of 
4merica Inc.. 5728 Connecticut Ave.. 


KMashington 15: Miller Printing Ma- 


YOU ELIMINATE COSTS 
chinery Co.. 1117 Reedsdale St... Pitts- 
burgh 33. Open to self-advertising com- THESE 6 WAYS 


pleted during the period from Sept. 13, 
1957 to Sept. 12, 1958. Entries ace epted 















from all letterpress, lithographic, gra- 

vure, silk screen and allied process ; : = : 
printers in the U.S., Canada, and the Before giving yourself a hasty answer to this question, Would it 

ee ee yrs ample pay to move my exhibits by van?” ... consider its obvious ad- 
ie elke ° or not, ampaigns con- ¢ - 2 e : ; 
sisting of three or more pieces will vantages, plus the way it eliminates these hidden and extra expenses 


be judged on the basis of plan. con- 
tinuity, idea, copy, design, quality to re- 
production and results. Individual speci- 







you are paying now. 







mens will be judged for idea, design. 1 Minimizes need for costly building Reduces costly setup and repack- 
copy and quality of reproduction. All and repairing of display shipping ing time where high-priced, extra 
entries become the property of Mille: cases. show help is required. 

Printing Machinery Co. Awards will in- aan } Eliminates cost of rental furnish- 
clude three $1,000 cash prizes and nine 2 Eliminates damage to displays— 5 ings, since you can ship your own. 
Benjamin Franklin Statuettes. Prizes and expensive (perhaps impossi- re is : : 
will be awarded in three divisions, ac- ble) repairs at the show. 6 Eliminates expensive extra days of 


work and extra travel involved in 
both sustained ad campaigns and_ indi- é Often eliminates extra cartage, shows—lets you spend more pro- 
vidual specimens. handling and storage costs. ductive time in your office. 


cording to size of company, and_ for 









Closes Sept. 12, 1958 
Call your local Mayflower agent for a copy of “17 Reasons Why” to 
help plan your exhibit moving—yours without obligation. 






AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS, INDIANA 





AERO 
Mayflower 


WORLD-WIDE MOVERS 





Hold everything . . . We've just dis- 
covered the winning entry had 26 
words! 
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Special Report from 
SPEA convention 
The first national convention of 
the Sales Promotion Executives 
ssn. covered a wide range of 
promotion activities. AR was the 
only publication on hand to 
cover each and every session of 
the convention and in the July 
issue, AR’s editors present a val 
uable first-hand report on just 
what took place. Included in AR’s 
convention coverage will be sev- 
to do it’ 
by leading 
executives who 


were featured on the prcgram 


A Basic Guide to Specialties 
airs n The seventh in the ‘Best of AR” series presents 
the led gui 


the first de | lide to effective use of ad 
I t vertising specialties ever publish 


portant ir tarry ] 


DOOK 


What’s New in 
Audio-Visual Aids 


Here is the market place for the 


specilications on 
ney nave introduced 
past year. This informa- 
be presented as 
uide to new audio-' 
he July AR. Ar 


will be 


Y 


still projectors 
screens, film handling equipment 


bh 


tape recorders, etc 


No S.O.P. at Holiday—a special report on the highly 

PLU unusual mailings of Holiday magazine Designing 
for Corrugated—new techniques are permitting more effective 
use of corrugated containers and displays .. . How to Plan a Con- 
test—case histories of bright ideas in contests ... P.O.P. in the 
Food Stores—detailed report on what grocers want in displays 
. Economy in Color Correction—a simple method for getting 


Liu 


better color from transparencies 
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L(onventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


MAY 


25-28 ... Natl. Office Show and 39th 
Intl. NOMA) Conference. Conrad Hilton, 
( hicago 

25-28 ... Super Market Institute, Con 
vention Hall, Atlantic City 

25-29 ... Natl. Business Publications 
Spring Meeting, Grove Park Inn, Ashe 
ville, N. C. 

26-28 ... Natl. Sales Aids Show, Roose 
velt. New York 

27-29 ... Conference on Use o} Films 
by Business and Industry, University ot 
California Extension Center, San Francis 
co 

26-30 ... American Management Assn 
Pa kaging Conference & Exposition, Stat- 
ler and Coliseum, New York 


JUNE 


a6 .... Nad. Industrial {dvertisers 
{ssn.. Chase-Park, St. Louis 

8-11 .. . Advertising Federation 
{merica, Hilton-Statler, Dallas 

8-11... Natl. Assn. of Direct Selling 
Companies, Statler, New York 

10-12 ... National Sales Aids Show, 
Shelton, New York 

22-26 .. . Advertising Assn. of the West, 
Vancouver, B. C. 

22-26 .. . Display Industries Exhibition, 
Trade Show Building and New Yorker, 
New York 

23-26 ... Store Vodernization Show, 
Coliseum, New York 

24-26 ... American Marketing {ssn.. 
Harvard University, Boston 


30-July 2... EAC Clinic and Show fo: 
Shows, Coliseum, New York 


JULY 


BUSS «<< Photographers {ssn. oft {meri 
ca, Conrad Hilton, Chicago 


26-29 ... Natl. Audio-Visual Assn., Mor 


rison, Chicago 
AUGUST 


9-14... Intl. Assn. of Printing House 
Craftsmen, Statler, Detroit 

22-24 ... Screen Process Printing Assn.. 
Sheraton-Palace, San Francisco 

23-26 ... Advertising Specialty Natl. 


Assn. Fall Specialty Fair, Palmer House, 
Chicago 


SEPTEMBER 


5-8 ... Mail Advertising Service Assn. 
Intl. Convention, Chase-Park, Plaza Hotels, 
St. Louis 

8-11... Intl. Assn. of Electrotypers & 
Stereotypers, Chalfonte-Haddon Hall, At 
lantie City 

8-11 . . . New York Premium Show, 
Sheraton-Astor, New York 

10-12 .. . Direct Mail Advertising Assn., 
Chase-Park, Plaza Hotels, St. Louis 
15-17 * we Veu spaper ROP Color Con- 
ference, Waldorf-Astoria, New York 
27-Oct. 1. . . Natl. Stationery & Office 
Equipment Assn., Conrad Hilton, Chicago 





LARGE SIZE 


For printing big, beautiful illustrations —up to 40” x 60”. 


LOW PRICE 


Screenless process makes possible remarkable savings on large size, short runs. 


SHORT RUNS 


Practical for small quantities —100 to 5,000 copies. 


FULL-COLOR 


Hi-fidelity reproductions in single color, duotone...or in full color from 
black and white or full color artwork. 


COLLOTYPE 
a ee 


reproductions, this economical method now prices full-color printing 
within your reach. Call or write one of the sales representatives 
listed for full information, or mail the coupon, today! 


BLACK BOX COLLOTYPE STUDIOS, Inc. 


4840 W. Belmont Ave., Chicago 41, Ill. AVenue 3-0262 
. s Please send me your brochure 
Cincinnati Dallas Detroit Kalamazoo now | Black 
Plaza 1-4218 WHitehall 3-7573 WOodward 5-7030 Fireside 5-0131 uaa 


Los Angeles Milwaukee Minneapolis 7 LJ) Complete specifications attached. Piease send 
AXminster 2-4243 BRoadway 2-4775 ROckwell 9-7789 FEderal 6-6878 me your quotation. 
Oswego, Ore Roanoke, Va St. Louis Kansas City Seattle Firm Name 
NEptune 6-3327 Diamond 4-3950 OLive 2-0202 BA 1-1933 SEneca 6056 


City—____one State 
for Displays * Posters  Translites « Ad Blowups « Presentations Your Name———_— 
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YOU'RE JUDGED BY V¢ JUL lawn 


YOU'RE JUDGED BY your printing 


Your trim, well-kept lawn shows respect for the 
neighborhood you live in 
in turn, feel respect for you 


and your neighbors, 


By the same token, clean, bright, well-printed 
selling literature shows respect for your prospects 
and customers and they, in turn, feel respect 
for you. 


It pays to insist on fop quality printing papers 
for your company’s booklets and brochures. Only 
they can earn respect for you. Lesser papers can- 
not deliver the brilliance of color, the crisp repro- 
duction of halftones, the clean-cut look you need 
to win sales 


Equally important to the selling success of your 
company’s printed pieces is a good printer. 


Only a GOOD printer can create GOOD 
printing. A good printer understands the tech- 
niques necessary to create front-rank printed 
pieces. So be sure to call him in ear/y. He can then 
save you the most time, the most effort, the most 
money. 


A good printer also understands the virtues of 
Warren’s line of High Standard Printing Papers, 
knows the brilliant results they achieve and appre- 
clates the important part printing can play in 
building sales for you 


Warrens printing papers 


HIGH STANDARD 
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dvertising Requirements 


Slippery Sign 

In Rockefeller Plaza, 
108,000 cakes of 
soap spelled out the 
campaign slogan. 


e Campaign that Cleaned Up 


A spectacular public service campaign 


used ingenuity to create excitement. 


By Ted Sanchagrin 
AR Eastern Editor 


Art Carney emerges from his fa- 
vorite haunt, a manhole, saying in 
a 400-line newspaper testimonial ad, 
“It's cleaner down here.” A giant 
litterbasket, a talking trashcan and 
phantom footprints appear  over- 
night in Times Square. While the 
city sleeps, a blocklong sidewalk of 
soapbars is created in Rockefeller 
Plaza. 

These are examples of a continu- 
ing public service by a national ad- 
vertising agency at the local level 
which is somewhat different and 
perhaps unique. 


>’ Young & Rubicam contributes its 
advertising and promotion services 
to the Citizens Committee to Keep 
New York City Clean Inc., with 
some startling results. The 


CCKNYCC has production funds, 


but none for agency commissions 01 
promotion fees. 

For a small out-of-pocket cost to 
the committee, however, in one 
eight and a half month period it re- 
ceived almost $1,600,000 worth of 
free advertising space and time 
from New York’s mass media. At 
current rates this represents $2] 
worth of advertising value for each 
dollar spent on production. 


>» As an adjunct to advertising, the 
agency and committee conduct a 
vigorous publicity campaign 
through a series of planned events, 
with thorough coverage from print 
and broadcast media which con- 
sider the events newsworthy. 

e A giant litterbasket was dis- 


The Big Dump Blase New Yorkers 
were stopped by this giant wastebasket 
in the center of Times Square 





In 1955 

Ninth Av. and 55th 
St. presented this 
unappealing view. 


In 1956 

Early in the 
campaign, some 
progress had been 
made 


In 1957 
Ninth Av. has reached 
new splendors 


a 


Ayes eeebeaay 
de 


rs 


played in Times Square for three 
months last year. It stood 16’ high, 
8’ at the base, 10’ across the top. At 
the base were 3x6’ signs facing 
north and south reading, “Join the 
Big Sweep.” A 3x6’ apron at its 
base bore the message that New 
Yorkers missed city baskets with 
137 tons of litter daily. 

The basket was spotlighted at 
night to compete with neon lights 
and theater marquees for attention. 
A token basket of street trash was 
emptied into the giant litterbasket 
by committee and city wheels from 
a 14 high loading platform to 
christen the container. The basket 
capacity was 36 cubic yards or 9,000 
lbs. of litter. Result: A 17° reduc- 
tion of litter in the area. 


@ Lively Louie, the Talking Litter- 
basket, made his debut at Fifth 
Av. and 40th St., moved to Herald 
Square, on to Times Square, 
dropped in at City Hall, then visited 
Harlem. The loquacious basket was 
wired for sound, the voice being a 
member of the Sanitation Dept. 
sitting behind a microphone in a car 
parked nearby. 

The talking trashcan whistled at 
girls, gave college yells, played the 
glockenspiel, told jokes, sang a va- 
riety of beerhall songs, gave bird 
calls, imitated famous personalities, 
chatted with passing females, and 
passersby who deposited their litter 
in the basket were greeted with a 
polite, “Thank you.” Lively Louie 
was booked solid for two weeks on 
street corners in the other boroughs, 
Brooklyn, the Bronx, Queens and 
Staten Island. 


@ High-heeled shoe prints were 
stenciled on the sidewalks leading 
the way to litterbaskets in Times 
Square. These hundreds of prints 
were painted on dry sidewalks or 
on broomswept paths between 
snowdrifts in the murky morning 
hours while the city litterbugs slept. 
The paint stencil crew was a band 
of volunteers from the Claremont 
Secretarial School. On each basket 
was a large, red Valentine heart 
carrying the reminder, “Have a 
Heart. A Clean N.Y. Is Up to You.” 

The high-heeled 7B shoe prints 
were those of Miss Clean City 
(Claire Kallen), who told report- 
ers, “I’m bitter with men who lit- 
ter. I prefer picker uppers.” Mean- 
time, the Clean City song, “Mamma 
Tell Papa,” was delivered to all city 
disk jockeys by uniformed airline 
hostesses. It was written by Vic 
Muzzy and recorded by Mary Small 
with the Mellow Larks. 


e A blocklong sidewalk of soap— 
easily the world’s most slippery 
spectacular—was created at Rocke- 





Campaign Co-workers . 
the talking trash basket. 
‘thank you” 


ly Louie, 
said 


feller Plaza spelling out a message 
in 6’ letters, “A Cleaner N.Y. Is Up 
to You.” The spectacular contained 
108,000 bars of Camay donated by 
Procter & Gamble. Benton & Bowles 
was given credit for the idea. 


Twenty-five women volunteers 
created the huge soap mosaic early 
one morning. The last bar was put 
in place five hours later in time for 
ceremonies by committee members 
and city officials. Because of the 
frothy nature of the event, it would 
have been postponed until the next 
day if it rained. It didn’t. Six hours 
later the soap was picked up by 
Boy Scouts and distributed to char- 
ities designated by the Dept. of 
Welfare. 


> Campaigns to clean up New York 
City litter from sidewalks and va- 
cant lots are nothing new. Previous 
campaigns were spasmodic. They 
preached, lectured, threatened, 
fined, then fizzled out. The 
CCKNYCC campaign by Young & 
Rubicam introduced the fun factor, 
is never ending, and is paying off 
handsomely. 

All this started soon after novelist 
Edna Ferber called New York the 
filthiest city in the world. The re- 
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Dave Garroway’s friend meets Live- 
Wired 
for contributions, scolded litterbugs 


fw vor« 
ve TO you 


for sound, Louie litter 


mark cut deeply and was circulated 
widely by the news wire services. 
Mayor Robert Wagner and large 
private industries formed the 
CCKNYCC, and Young & Rubicam 
offered its services. Y&R _ volun- 
teered because it thinks an adver- 
tising agency ought to be a good 
citizen in its community. 

“Public service like this, in our 
home town, helps correct some dis- 
torted notions about our business,” 
Y&R vice president Walter Wash- 
burn says. “It throws a new light on 
some of the old Madison Avenue 
stereotypes.” 

A survey by the agency showed 
that paper was the chief ingredient 
in New York’s mounds of uncol- 
lected trash. The rubbish piled up 
faster than the Sanitation Dept. 
could cart it away. When it came 
to New Yorkers hitting the baskets 
accurately, their throwing arms 
were as wild as ex-Dodger pitcher 
Rex Barney. 


>’ To sell New York’s millions on 
the idea of a cleaner city, the agen- 
cy asks mass media for a_ public 
spirited handout—and receives it. 

Commercials are ten-second I.D.s 


(station breaks), 


20-second and 


~ Sail 


Midnight Workers . . . Footprints appeared overnight, leading to 


baskets prepared to receive Valentine Day contributions 
Volunteers did the stencilling 


one-minute 
tions, 


spots from transcrip- 
announcer scripts and fact 
sheets for personalities who like to 
ad lib. 

“If you'd like to learn how to 
produce television commercials for 
practically no money at all, just 
take on a public service venture 
like this one,’ Mr. Washburn says. 
“You discover how far in- 
genuity can go in making up for an 
empty purse.” 

Other ranges from 
400-line newspaper testimonials and 
1,000-line newspaper ads to car 
cards, three- and 24-sheet posters. 


soon 


advertising 


> The fun factor has improved the 
aim of litterbugs. The Sanitation 
Dept. finds it is removing 1,000,000 
more pounds of trash each month, 
according to last reports. 

And at 15 other big cities 
have written in, asking how they 
could do likewise. The advertising 
agency will release the CCKNYCC 
material to any city, to be adopted 
to its own particular needs, if the 
city volunteer committee 
ready, willing and able to work. Get 
in touch with Walter Washburn, 
Young & Rubicam, 285 Madison 
Av., New York 17 44 
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This case history of the pre-opening campaign for the 
Marriott, the world’s largest motor hotel, shows what 
a careful appraisal of the publicity possibilities can do in 
a practical dollars-and-cents way. 


By Mary Kersey Harvey 

Vice President in charge of p.r 
M. Belmont Ver Standig Inc 
Washington 


Public relations almost single- 
handedly put our client, the new 
five-million dollar Marriott Motor 
Hotel in Washington, D. C., on the 
map overnight. Within a few weeks 
after its January opening the giant 
drive-in hotel was receiving book- 
ings by mail from all over the U.S. 
Eight months later, advance reser- 
vations accounted for almost 70° of 
the Marriott’s business. Room re- 
quests are pouring in by mail at the 
rate of over 300 per day. A tabula- 
tion of “origin of business” shows 
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that 70°; came as a result of “hear- 
ing about it.” 


>» “Tie-in” publicity is a natural in 
some cases. In others it requires a 
bit of doing. Our initial step was to 


send out a mailing to hundreds of 


p.r. people, organizations and agen- 
cies calling attention to the fact that 
we were building a campaign for 
the Marriott Motor Hotel and invit- 
ing them to work out tie-in ideas, 
gimmicks and the like. 
was excellent. 

A second step was to obtain a 
complete list of suppliers of build- 
ing materials, furnishings, and 
products for the Marriott. Once the 
list was in hand, our next step was 


Response 


How P.R. 


to contact each of them to obtain 
brand names and “contact indivi- 
duals” in the various home offices 
and/or contacts within the com- 
pany’s advertising and p.r. agency. 
It was also necessary to develop this 
type of background information on 
“generic” products such as gypsum, 
stainless steel, aluminum, carpet, 
glass, etc. 

Armed with this data we then 
proceeded to develop special infor- 
mation logs for each company and 
trade association together with full 
facts on the Marriott itself. For ex- 


ample, we gathered material on 
color schemes, over-all design, 
acoustical problems, sound-condi- 


tioning factors, and even data on 
decibel readings—photos were tak- 
en and all forwarded to Selvage & 
Lee in New York and thence trans- 
lated (for the Carpet Institute) into 
features built around the theme: 
“wall-to-wall carpet used in Mar- 
riott Motor Hotel for sound condi- 
tioning, as well as comfort and good 
looks.” Two large syndicates picked 
up these stories. 

Exhaustive special research jobs 
were done by us on: the Marriott's 
air-conditioning system; its heating 
and plumbing; its use of king-sized 
versus regular sized beds; its use of 
paper versus glass cups in bath- 
rooms; and many other facets of its 
construction and operation for use 
in brand and trade association tie- 
in publicity. Over 100 specially- 
posed, “case history” type of photos 
have been taken to date, in addition 
to the usual advertising and public- 
ity stills. 


> A number of national radio and 
tv network program producers re- 
sponded enthusiastically to our pro- 
posals that they give away trips to 
the Nation’s Capital and stays at the 
Marriott as prizes on their shows. 
We have to date had the Marriott 
on “It Could Be You” (seen on 126 
NBC tv stations); have been fea- 


tured eight times on “Truth Or 
Consequences” (NBC-TV on 102 
stations). 





Helped A Motel Sell Kooms 


We have arranged several parti- 
cipations on “Queen For a Day” 
(NBC-TV with 157 outlets) includ- 
ing scenes of the Marriott on flip- 
cards and narration such as: “You'll 
live on the banks of the Potomac at 
the brand new Marriott Motor Ho- 
tel, the world’s largest drive-in ho- 
tel. Enjoy unlimited hospitality, 
elegant accommodations, with hi fi 
music and tv. The Marriott is the 
last word in luxury, is completely 
sound-proof, and as you look out 
your window you'll view one of 
Washington’s finest landmarks, the 
gleaming Jefferson Memorial.” 

The Queen shows on radio, on 
which Marriott plugs are often fea- 
tured, are heard over 563 stations 
of Mutual, ABC and NBC. Our 
latest tv giveaway participation is 
on NBC’s popular “Bride and 
Groom” which shows a film of a 
couple honeymooning at the Mar- 
riott Motor Hotel. 


>’ On our own weve been busy 
placing feature stories with the wire 
services, business journals, news 
and general magazines. We have 
and are sending releases to travel 
editors, motoring. publications, 
house organs. Obviously, we tried 
in vain to find a way to compete 
with the Inauguration (our formal 
opening was timed for the same 
week) and finally decided “if you 
can’t lick ’em join ’em.” We tied in 
with the great event and played up 
the fact that the new Marriott 
Motor was opening just in time to 
play host to overflow crowds 
streaming into the city for the his- 
toric occasion. 

In connection with the formal 
opening we prepared and distrib- 
uted 33-page information kits to 
city editors, travel editors, column- 
ists, and all others throughout the 
country who, we thought, could use 
even a small mention of our client. 
The kit contained news stories and 
features ready to be picked up and 
used “as is” on a variety of subjects. 

Fact sheets on the Hot Shoppes 
Inc., the chain of restaurants that 


is the hotel’s corporate parent, and 
on the Marriott’s construction de- 
tails, building materials and archi- 
tectural concept, ete., were in- 
cluded in the kit, together with a 
“highlight” sheet giving the hurried 
editor a fast run-down on the entire 
project. A “wrap-up” two-page 
news release was also included 


along with four glossy photos. 


> In conclusion, proof that p.r. paid 
off and is paying off for the Mar- 
riott Motor Hotel lies in the fact 
that during the first 6-month peri- 
od, according to the motel’s re- 
search, 70% came in because they 
said they “heard about it.” 44 


Part of the Publicity Harvest 


e A division of General Dynamics (via the Rumrill Co.) ran full- 
page ads in magazines with a total circulation of 4,500,000. The 
headline: “The Marriott Motor Hotel at Arlington Virginia has TV 
in Every Room Plus a Complete Radio Distribution System.” 


© The same company sent out a four-page news release headed 
‘Marriott Hotel to be Equipped with Modern Communications 
System.” This, along with a photo, went to 50 business maga- 


zines and daily newspapers. 


e A big valve manufacturer ran two third-page ads in archi- 
tectural magazines headlined “World’s Largest Motor Hotel.” 


e A well-known hotel magazine built several full-page ads in 
the advertising press around a photo of Mr. & Mrs. Marriott and a 


model of the Marriott's buildings. 


e A leading camera manufacturer (J. Walter Thompson agency) 
released photos showing camera bugs at the Marriott. 


e A full-page ad of a glass manufacturing company used a pic- 


ture of Mr. Marriott. 


e A BBDO client used an assortment of our materials in a full 
page ad headed “World's Largest Motor Hotel Offers Years 


Ahead Bathroom Convenience.” 


® The Marriott's exterior facing materials were the basis of tie- 
in publicity with the industry trade association, as well as a 


brand manufacturer. 


e The Plumbing Fixture Mfrs. Assn. used our material to pre- 
pare a six-page feature for a leading building magazine. 


e A 12-page supplement was issued by the Washington Post- 
Times Herald on the Sunday nearest the opening, at no cost to 


ourselves or our client. 


@ The public relations program served as the basis for a special 
feature article in ‘Advertising Requirements.” 
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here are only four reasons 
for insisting on good typography 


In an advertisement: 


‘lo make it attract sooner 
‘To make it explain more clearly 
lo make it read more easily 


lo make it persuade more quic kly 


‘Those are pretty basic reasons, 
however, for giving more than just 
a passing thought to creative 

(or selling) typography. 

It’s a sound idea—and it costs no 
more—to use one ol the ATA 
members listed on this page for 


your typography. 


Typographers Association of America, Inc. 
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effects 
ewtth 
type 


You don't have to be limited to the typefaces 


right at hand, if you use some of these tricks 


suggested by an expert calligrapher. 


By G. H. Petty 


In this business of creating pieces 
of visual communication that will 
attract readers’ eyes and urge them 
into buying, it sometimes becomes 
necessary to contrive. Search as we 
may, at times we cannot find a 
type that will shoulder the full 
load of what we are trying to put 
across. At other times they are 
available and can be had, but time 
will not permit us to hunt them 
up. It could be, too, they would 
be in a plant that would not be 
in a position to supply us. 

So we contrive. With ruling pen 
and brush many unusual and ex- 
pressive effects can be obtained 
Some of these are illustrated here, 
a few of which are not new. 


> The most common forms may be 
found in A, using Alternate Gothic, 
and B, Futura Ultrabold. Othe: 
variations can be done with Neu- 
land; by running a white line part 
way through the letters, something 
like what has been done here, you 
can obtain Neuland Inline. Or you 
may make Bodoni Open out of 
Bodoni Bold. Or Garamond Open 
out of Garamond Bold. 

Using this same ruling pen you 
can run vertical lines through the 
letters of a word and get what is 
shown in ©. Horizontal lines give 
you D. Slanting lines give you E. 
These can be varied by slanting the 
lines the other way. A third one 
can be done by using both. Both 
vertical and horizontal lines give 
you checks as in F. 


> Now, using the compass, you can 
get what is shown in G. There is 
no end to the possibilities here. The 
lines could be made smaller o1 


larger, or could be drawn hor- 


izontally by locating the center at 
a measured distance above or be- 
low each letter. Or heavier lines 
could be drawn. 

Switching over to a small brush, 
you can discover new wonders. A 
few rough lines and you may come 
up with what is shown in H. This, 
too, can be varied by making the 
angles face to the left, to the top 
or down. Or the lines could be 
made lighter or heavier, depending 
on the size of type. Bodoni could 
be used to good advantage, too, or 
one of the Futuras or Venus. 

In I you find a quick way back 
to the romantic nineties with little 
effort. Bulmer, used here, is ideal 
for this sort of thing, but other 
faces may be just as good. 

The adaptation shown in J is 
suggestive of spring and growing 
things. Here, again, variations may 
be obtained by widening the white 
lines or even by drawing flowers 
1 blades of grass. 

The next illustration, K, is prob- 
ably the most provocative of all 
illustrated in this article. Only 
straight lines are used. A heavy 
weight type should always be used 


> Straight lines are used again in 
L. In the capital letter the short 
black lines are drawn first and the 
portions in between whited out 
afterward. Any of the brush type 
letters or obliques could be treated 
in this fashion 

In M we go back to the brush 
Small dots are made with the tip 
end, thus creating the ragged look 
of the early days of this country. 
Caslon should always be used for 
this because America has no na- 
tional hand as is true of the older 
European countries 
> For the 
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BOLD 
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FROM NEBIOLO,ITALY'S LEADING 
TYPEFOUNDRY, COMES MICROGRAMMA 
A FRESH SANS SERIF: SQUARE IN FEEL 
ING, STRONG YET SUBTLE IN ITS SUNNY 
MEDITERRANEAN GRACE. CONDENSED, 
REGULAR WITH BOLD, EXPANDED WITH 
BOLD. SIZES 6 TO 36. SEND FOR SHOW 
ING OF BEAUTIFUL NEBIOLO TYPES, 
AVAILABLE FROM AMERICA’S LEADING 
IMPORTER OF EUROPEAN TYPES 


AMSTERDAM 
CONTINENTAL TYPES 
& GRAPHIC EQUIPMENT, INC. 
268 FOURTH AVENUE, NEW YORK 10, N.Y 


SPRING 7-4980 
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tions we resort to the razor blade 
and rubber cement. In N and O we 
find a much-used pattern. The let- 
ters are simply cut apart and pasted 
down in a jagged fashion. These 
two words are expressive, but 
others may be adapted as well. 

The next two, P and @, are very 
much alike, placing stress on the 
words by staggering the letters. 
Other words, such as “bounce” or 
“uneven,” can be handled in the 
same manner. 

In R we find further use for the 
razor blade. The word is simply 
cut apart in even. strips § and 


then staggered left and right. 


> These illustrations are but a few 
of the many that can be done. In 
the hands of imaginative artists the 
possibilities are without end. They 
can be done on the spur of the 
moment, often after all other paste- 
up work has been done. Some may 
not get exactly what you want— 
maybe not what a_ hand-drawn 
word or a word of photo-lettering 
would do—but certainly it would 
get an effect that would tend to 
catch the eye of the casual reader. 

44 





Tomorrow’s Yesterday... 


Modern Glass Brochure 
Based on Ancient Theme 


How to successfully combine the 
old and the new was the task that 
Surface Combustion Corp.’s Glass 
Division set for itself when the 
company undertook to produce a 
modern promotional brochure with 
an undertone of ancient beginnings. 

The 36-page brochure, which de- 
scribes the Toledo company’s in- 
dustrial equipment for glass man- 
ufacturers, employs an outer cover 
of translucent Fiberglas material 
to emphasize industrial progress. 
The theme of the brochure, “Let 
the Buyer Remember,” is a phrase 
taken from the inscription on a 
drinking glass believed to have 
been made in Syria during the 
first century B.C. and now the 
property of the Toledo Museum 
of Art. The drinking glass, one of 
the oldest glass objects in existence 
which bears its maker’s name, is 
inscribed in Greek, “Neikais made 
it . . . let the buyer remember.” 


> The drinking cup and other out- 
standing examples of rare signed 
glass were the basis for an earlier 
advertising campaign by the Glass 
Division. Illustrations of these rare 
art objects are used decoratively 
throughout the brochure and sug- 
gest that today’s producers of glass, 
using modern equipment and meth- 
ods, have similar justification for 
pride in their work. 

The book’s title, “Let the Buyer 
Remember,” is printed in red 
across the first page and is visible 
through the Fiberglas cover. The 
next page is a translucent vellum 
flyleaf on which the same phrase 
appears in Greek. Under the trans- 
lucent flyleaf an illustration of the 
cup from which the theme was 
adapted is visible. Following pages 


are devoted to charts, drawings, 
photographs and copy which tell 
the story of the company’s glass 
manufacturing equipment. 

At the end, a second translucent 
vellum page repeats the “Let the 
Buyer Remember” theme, this time 
in English. And this time the un- 
derpage which peeks through at the 
reader contains, instead of a rare 
art object signed by its creator, a 
reproduction of the nameplate 
which appears on Surface Combus- 
tion machinery. 

Odiorne Industrial Advertising, 
Yellow Springs, O., was the agency 
responsible for the brochure. 44 


Card Engraver Offers 
Information, Idea Kit 


A kit including samples of out- 
standing business cards and litera- 
ture, to be used as a guide in pur- 
chasing business cards, is available 
from R. O. H. Hill Inc., New York 
engraver of business cards and let- 
terheads. 

The kit comes in a standard size 
file folder with tab labelled “Busi- 
ness Card Buyers’ Guide.” Besides 
the samples and information on 
Hill’s engraved cards, the kit con- 
tains an article reprinted from The 
American Salesman entitled “14 
Card Tricks That Win For the 
Salesman.” The article gives un- 
usual business card ideas developed 
by various companies to give their 
business cards more attention get- 
ting value. 

Also included is information on 
Hill’s own folding business card, 
one flap of which contains the es- 
sential business card information; 
the other a tear-off flap which can 
be used as an inquiry form or for a 
number of other uses. 

Sample kits are available. 


+ for more details circle 621, page 113 
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Beacon Feeds 


Reach New High 


2. ‘Not in here,’’ pleads John Lupton, as 
the truck pauses outside his office 


3. ‘‘What sort of a corn-fed stunt is this?’’ 
ponders v.p. Fred Brewster, no novice at 
publicity gags. Avis Blakeley wonders if 


she’s back in South Dakota 
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1. ‘‘Omigosh,’’ gasps receptionist Marie 
Sherry, as the two bags arrive at the 
27th floor office. ‘“What‘ll we do with 


em? 


The highest delivery of poultry and stock feeds in history oc- 


curred recently when Beacon Milling Co., Cayuga, N.Y., sent two 


100-lb. bags of their agricultural product to the 27th floor office of 


their agency, John Mather Lupton Co. Inc. The agency asked fo 


some samples to serve as models for the illustrations in a new 


campaign, but nobody knew what to do when the sacks arrived 


4, 


“Where can we file that?’’ wonder clerks Marion 


Drake, Helen Dimit and Ellen Stringer 





5. ‘Back there,’’ commands Marilyn 
Brown, secretary to media director Mel 
Jacobson, not missing a beat in the 
schedule she is typing 


6. Work comes to a halt in the 
Juction and Art departments as every 


body grasps the rtunity of sketching 


Lori Merrin and the bag f course 
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A World of Typographic Services for you: 
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CREATIVE TYPOGRAPHY... Your ‘‘personality in print’’. Amost complete 
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FOTOSETTER TYPOGRAPHY... Sharpest, quickest, most facile 


typography you'll ever buy. 


HEADLINERS... Distinctive, photographic hand lettered headings. 


FLEXSET... Bend, squeeze, extend to any new proportion. 


LINE-PHOTO .. . New short-art method to crisp line drawings. 


MARKUP SERVICE... Saves time, tempers. Assures quality. 


PROOFREADING ... Perfect technical, foreign, mathematical, 
pharmaceutical, specialized copy. (‘‘Well, almost perfect’’.) 


POTPOURRI... Pressed for time? We'll handle your engravings, electros, 


mats, and shipments. 


Try Warwick on your next job... you'll be glad you did! 


WARWI | K Typographers, Inc. 
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ns NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


Negative or Positive—No Minimum 


Prompt mail deliveries anywhere in U.S.A. 
Write for FREE Specimen Chart A.R. 


Se aA la Lee 


ne 305 EAST 46 STREET « NEW YORK 17,N.Y. 
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STREET’ SERVICE BY AIR 
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of thousands of artists 


ad men, printers, editors ana 
students have discovered t 
Haberule Visual Copy-¢ 

to be the simplest, fastest, 1 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct. ly $7 


HABERULE 


BOX AR-245 + WILTON + CONN, 
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Simple Trademark Almost 
‘Spells’ Company Name 


A brand new trademark has, in 
spite of its almost stark simplicity, 
solved a host of problems for its 
owner, Associated Spring Corp., 
Bristol, Conn. The new symbol is a 
simple triangle, the base of which 
ends in an inward coil. The coil 
gives the triangle the appearance of 
an “A” and the complete symbol, in 
one stroke, practically says “As- 
sociated Spring.” The company 
manufactures precision mechanical 
springs and cold-rolled specialty 
steel. 

The new mark was adopted in 
order to establish a unified cor- 
porate image for the company’s 12 
manufacturing divisions located 
throughout the United States and 
Canada. Previously the divisions, 
most of which do not even include 
the corporate name in the division 
name, had been allowed complete 
autonomy in the matter of letter- 
heads and other company designs. 

The new trademark, developed 
by Lippincott & Margulies, New 
York industrial designers, has other 
advantages, besides the obvious one 
of unifying the corporate image. 
The uniqueness and simplicity of 





Coiled Triangle . . Modern design with 
appearance of coiled letter ‘‘A’’ was 
adopted as new trademark of Associ- 
ated Spring Corp., suggests both of first 
two words in company’s name. 


the design give it impact. Also, 
although the design gives a “spring” 
connotation, it is abstract enough to 
be applicable should the company 
diversify its product line. 
Letterheads for the various divi- 
sions have been standardized as to 
trademark, typeface and over-all 
letterhead design. In addition, a 
brilliant blue has been selected as 
the second color on the letterheads. 
Associated Spring has prepared a 
manual for the guidance of each 
division in applying the new iden- 
tification. It describes how the pro- 


PROGRESS 
PRE-PAK 
R.O.P. COLORMATS 


are used REGULARLY 


by some of the 
LARGEST AGENCIES 


for some of their 
LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


It, 913-23 Filbert Street, Philadeiphia 7, Pa. 
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THE PROGRESS ¢ HANSON « PROGRESSIVE GROUP 
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PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
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HANSON Electrotype Company 

Sth & Sansom Streets, Phila. 7 
: WAlnut 2-5567° : 
’ *of course any of the three can be reached by one call : 


123 © WILMINGTON OL 56047 © BALT 


PROGRESSIVE Composition Company 
Sth & Sansom Streets, Phila. 7 
WAinut 2-2711° 


e WASHINGTON. EX 3-7444 « RICHMOND: Mi 4.2771 


gram was developed, contains sug- 
gestions on how to use the new 
corporate look for letterheads, busi- 
ness cards, literature, shipping la- 
bels and related items, and lists de- 
tailed standards which must be met. 
The divisions will implement the 
new trademark as supplies are re- 
plenished and signs and trucks need 
repainting. 44 


Crisp and Versatile 


New Type Showings 
Have Modern Look 


Crisp, modern type faces, cur- 
rently very much in demand, are 
receiving an additional boost from 
new showings bound to increase 


the popularity of these versatile 

faces. 

Brand New Craw Modern, a 

Modern Face new type specifi- 
cally designed to 


meet the need for a multipurpose 
face, is now being offered by Amer- 
ican Type Founders Co., Elizabeth, 
N. J. Designed by Freeman Craw, 
art director, Tri-Arts Press, New 
York, the new face is based in part 
upon the type designer’s well 
known Craw Clarendon. It will be 
available in all sizes from 6 to 72 
points. 


Craw Modern 


Craw Modern, a broad, round 
modern face, is a versatile type 
which “holds its own on a country 
job printer’s 200-run invitation or 
throughout a national advertising 
campaign,” according to Jan van 
der Ploeg, ATF Type Division sales 
director. Samples of the face, in all 
sizes, will be sent upon request. 

- for more details circle 622, page 113 


News Gothic A new  28-page 
Showing booklet featuring 
the News Gothic 


series and Alternate Gothic No. 2 
has been issued by the Composing 
Room Inc., New York. Printed in 
a handy 512x8” format, the showing 
includes full alphabets of News 
Gothic and News Gothic Bold in 
all sizes from 6 through 18 point. 
The two faces are combined on one 
matrix. 

News Gothic Condensed and Al- 
ternate Gothic No. 2, combined on 
one matrix, are reproduced from 
6 through 14 point in full alphabets. 
Sample paragraphs are also in- 
cluded. News Gothic for Ludlow 
composition is shown in display 
sizes from 18 to 72 point. The book- 
let includes two pages of type cal- 
culation data and size details. 

- for more details circle 623, page 113 
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To keep pace with the ‘round the 
clock operation of papermaking 
machines, two New York and 
Penn quality control labs operate 
day and night to check every 
incoming ingredient and every 
unit of finished production. 


The result is a paper that is clean 
‘round the clock quality control keeps and bright; that New York and 
Pen n/Brite es Penn can stand behind; and that’s 


~ worthy of all the subsequent care 
clean, bright, ready for the payee an and effort put into it by quality 
lithographers. 
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Maintaining Penn/Brite Offset’s proper 
moisture content when it’s sheeted, trimmed, 
and packed is a ‘round the clock job, too. 
For it, New York and Penn has one of the 
few moisture controlled finishing rooms in 
the industry. The result is a paper that lies 

] Tr : . flat and runs on your presses with a minimum 
Penn/Brite Offset is priced . - of stretch, shrinkage, or curl. 
attractively, too. Write for a eee : 
swatch book and let us send you 
the name of the New York and 
Penn merchant nearest you. 


New York & Pennsylvania Co., 425 Park Ave., New York 22,N.Y. Lithographed on Penn/Brite Offset, 


100# smooth finish. 
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Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Papers: Eggshell * English Finish * English Finish Litho * Super * Clarion Papers: Duplicator * Mimeograph * Bond * Tablet 




















A Basie Guide to Packaging 


e What you should know about your present package 


© What you should ask yourself before redesigning 


© What are the basic properties of the basic packaging materials 


Sales strategy must begin and radiate from the 
product's package. With the development of self- 
service techniques, and their adoption in an ever- 
growing list of commodities there is no wonder that 
thousands of companies keep looking at their pack- 
ages with a critical eye. 

It is not easy to measure the immediate effective- 
ness of a package. For one thing, a package is not an 
isolated phenomenon. It must be seen in relation to 
its market. For example, toothpaste is being sold in 
both food stores and drug stores. Will the same 
package be equally effective in each? And even 
within these categories, there are differences. The 
package that is effective in ethical pharmacies may 


be lost in large, self-service drug stores. 


>» The first step to take in planning a packaging pro- 
gram is to take a careful, systematic, critical look at 
your present package. In an early AR article, de- 


signer Alan Berni presented a series of 12 questions 






which will help you determine the sales ability of 
your packages. 


1. Does the package bespeak big value? . Remem- 
ber, the consumer's pocketbook nerve is feeling the 
impact of high costs of living and unprecedented 
taxes. Threats of recession are making him some- 
what more hesitant about buying. More than ever, 
your shopper is determined to get full value for his 
money whether it be in size, flavor or quality. It’s 
natural for him to be attracted to the package which 
promises the most satisfaction in return for his dol- 
lar. This is particularly so when it comes to food 
items. 

These considerations are of the utmost importance 
to manufacturers whose products are distributed 
chiefly through supermarkets and other self-service 
stores. It is in these outlets that the package serves 


as the product's sole spokesman 


2. Is the package representative of the product? Is it 





e @ @ This is the sixth in a monthly series of bonus features for AR 


readers. Material for this article was based primarily on these earlier fea- 


the 
best 
of 
ar 


tures: “A Primer of Packaging” by Alan Berni (August, 1953): “Packag- 
ing Checklist” by Frank Gianninoto (May, 1954): “The Seven Jobs a 
Package Should Do” by Ted Sanchagrin (May, 1957): “How to Rack lt p 
Better Sales” by F. G. Ruffner Jr. (July, 1957); “In Packaging. Don’t Do 
It Yourself” by George Reiner (January, 1958), plus material gathered 


from other AR reports and our file of reference material. In addition, the 


manuscript was sent to more than 50 packaging experts for their com- 


ments. before being sent to the printer. 
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articulate? In other words, does the package boldly 
announce what it contains? ...A surprising number 
of products are handicapped at the point-of-pur- 
chase by blind, inarticulate containers. Nowadays, 
when speedy self-selection is the trend, a package 
must boldly broadcast its contents if it is to fulfill its 
sales mission. Its type, its size, its purpose must be 
stated clearly and easily spotted if the product is to 
be picked up and carried to the check-out counter. 


3. Does the package undersell the product? Does it 
fail to dramatize sufficiently the product's most 
saleable feature? ...If there is something about the 
product which is especially attractive to the consum- 
er, that should be on the outside of the package 
where it can be seen. Only in that position can it 
lead to the final impulse to make the purchase, to 
indicate to the shopper that this product will satisfy 
a need Ora desire. 


4. Will the sales appeal of the product be enhanced 
if its package incorporates a premium feature? 
That feature may be a cut-out toy or convenient 
shopping list card fashioned from the box stock 
which ordinarily would be discarded as waste. 


S. How about a multiple sale package? . .. Does 
your product have accessories which lend them- 
selves to incorporation in one unit? Do any of your 
products complement others in the line? Can any of 
your products be paired or grouped tied together 
for the achievement of a bigger unit transaction at 
the point-of-sale? 

Sales executives today are acutely aware that sales 
of related items are vital to big volume. They are 
welcoming devices and ideas which can persuade 
consumers to buy} in one shopping operation, not 
just one, but two, three or perhaps a half dozen of 
their branded products. The surest, swiftest vehicle 
for the sale of related items is the specially designed 


| 
package. 


6. Is the shipper-display type of package adaptable 
for the product? Some mass market items have 
achieved unprecedented sales success when the “dis- 
play-dispenser” sales medium has been used. Not 
only is it more economical in shipping and packaging 
but a well-designed corrugated or solid fiber ship- 
ping container that can be easily converted to a 
point-of-purchase display is more often successful 
in winning valuable counter or floor space for the 
product it contains. 


7. Will the package assure prolonged counter display 
for the product? Aside from sheer eye-appeal, 
unusual package shape and construction sometimes 
help a product attain more prominent and longer 
counter promotion. 


8. Is the product a natural for a package with a dis- 
pensing feature? ... The self-dispenser container is 


winning a broader market acceptance for an increas- 


ing variety of products. Its big appeal is that it as- 
sures a new consumer convenience at the point-of- 
use. It prevents waste and messiness so commonly 
associated with the application of a cream, paste or 
liquid product. Convenience of application, when 
properly promoted, can enhance the appeal of the 
product's function or performance. 
8. How about packaging materials? Naturally, 
the average product marketer has little time to ex- 
plore the histories and applications of the vast array 
of packaging materials available today. And the 
rapid advances in packaging technology are making 
it even more difficult. Yet no buyer of packaging can 
afford to ignore the new techniques and the new 
materials entering the field. 

10. What about packaging costs? ... That striking 
economies can be achieved, even in the face of soar- 
ing material and labor costs, is being demonstrated 
right now in a large range of product classifications. 


11. Has the package high retention value? .. . Is it 
a package the image of which can be easily retained 
by the customer? In other words, the package should 
be of such character that it is instantly recognized 
by consumers, whether it be seen on store shelves, in 
display and poster advertisements and on television 


12. Will the package reproduce strikingly in the 
broadening range of advertising media? ... The im- 
portance of this point cannot be over stressed. Be- 
cause today’s shopping trend has made the package 
recognized as the core and spearhead of the promo- 
tional program. It must be truly a pre-selling pack- 
age one that can be skillfully incorporated and 
compellingly presented in every sales message. 


>’ While many firms are designing their own pack- 
ages, or using the facilities of the producer of pack- 
ages, more and more the package designer, operating 
on a retainer basis, is being utilized. There are many 
reasons for this, and George Reiner summarized 
them in a recent issue of AR. 

Modern intelligent package design is far from im- 
pulsive. The impulse purchase is only one of many 
circumstances to be met by a well-designed package, 
and, while creative inspiration in package design is 
still necessary, it must be based on a logical analysis 
of many, many factors. 


e The layout man in a printing shop can probably 
still improve the surface appearance of a good many 
packages just as he could a decade ago. But we 
can hardly expect him to study and take into con- 
sideration such aspects of packaging as the manu- 
facturer’s loading operation. 


e The art director of an advertising agency can un- 
doubtedly create a wonderful graphic design but 
will he necessarily be qualified to recommend one 
type of plastic over another, to know the relative 
cost of several types of closure, to supervise pro- 
duction and quality control of the package? 


e The manufacturer’s own art department can con- 
tribute a great deal both by way of ideas and by 


way of the final mechanical execution of the design 
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But an internal art staff, no matter how talented, is 
necessarily limited in its thinking. A competent in- 
dependent consultant, with wide experience in many 
industries, can obviously provide a fresher approach, 
based on a broader range of experience. 


e The art and design department of a packaging 
supplier comes closer to being completely satisfac- 
tory than any of the preceding. In their favor is their 
intimate knowledge of the materials with which they 
have worked on other projects. On the other hand, 
they are somewhat limited by this very fact. It is 
hard to conceive of their avoiding all bias in favor 
of the materials produced by their company. Yet, of 
course, their object is to produce a solution that suc- 
cessfully meets the packaging problem, for in the 
final analysis, their success in helping their cus- 
tomers increase sales is what produces bigger orders. 


> The packaging expert 
designer 


the professional package 
answers a real need for a combination of 
creative ability, technical knowledge, merchandising 
counsel. The professional package designer is well 
aware of trends in all phases of merchandising; in 
fact, in some cases, he himself is a trendsetter. He 
has a thorough knowledge of consumer buying hab- 
its and is sensitive to changes in consumer tastes. He 
is familiar with all types of research and most 
important he knows how to apply research find- 
ings to design. He makes it a point to keep abreast 
of new developments in packaging materials and 
processes, both the technical aspects of such de- 
velopments and their effect on packaging costs. 
With the increased emphasis on packaging today, 
and with the growing understanding on the part of 
industry that outside professional design consultation 
is essential to an effective packaging program, many 
manufacturers find themselves at something of a 
loss when it comes to selecting the specific package 
designer who can best serve their interests. Here is 
a check list of five points which should be helpful to 
manufacturers or others needing professional pack- 


age design. 


1. Define your problem in your own mind first. Then 
choose the kind of designer you need who will help 
you solve it. 


2. Don't be overwhelmed by the size of a designer’s 
organization. Small and large design organizations 
have their place. The larger firms merely handle 
more volume. Your choice should depend on what 
the designer has done in the past and what he will 
do for you, not how many people he has working 
for him. 


3. Judge by a designer's record of successful ex- 
perience in fields not necessarily your own. Some 
outstanding packages for one product have resulted 
from the information and experience gathered while 
developing a package for a totally unrelated prod- 
uct. One instance in the experience of one designer 
was the development of a paper cup dispenser pack- 
age while working on a display sleeve for a hair 
tonic package. This is only one example of how a 
varied experience of a package designer can work 
for you. Pay close attention to the amount of re- 


peat business a designer gets from the same clients. 


4. Consider giving a designer spot or limited as- 
signments as a test. This helps you get acquainted 
under actual working conditions. 


S. Don’t select anyone until all your executives who 
will approve and work on the project have a clear 
understanding of your objectives. 


> But whether your package designer is an outside 
consultant, or is with your package supplier, your 
advertising agency, or on your own staff, he must 
be given directives. He needs to know a great deal 
about your product and its marketing program if 
he is to operate at peak efficiency. To make sure 
that nothing is overlooked, Frank Gianninoto & 
Associates, New York design consultants, has de- 
veloped a 33-point checklist. Some of these ques- 
tions can be answered simply; others may take 
some research; others may have to be guessed at. 
But all of them are pertinent to an effective rede- 
sign project. 

In general there are six basic and general ques- 
tions which must be answered by the design plan- 
ning team: 

Will it sell? 

Will it give consumers satisfaction and pleasure”? 
Is the price right? 

Will it ship well? 


Is it based on an economical use of materials? 


Is it adapted to mass merchandising? 

These are questions against which any proposed 
redesign must be measured. But before starting 
your design work, put down, in writing, the answers 
to these questions: 


1. What is the name and nature of the product? 
Is it old (how old?) or new? Is it an improved 

product (how)? Is it one of a related line of prod- 

ucts? Does it have specific age or sex appeal? 

2. Where and how is it sold? 

3. What is the retail price or price range? 

4. What are the principal competitive brands, and 

what are their prices? 

5. What are the sales positions for all competitive 

brands, including yours? 

6. Is price a strong consumer consideration when 

shopping for this product? 

7. How do the size of the family and its economic 

status affect buying habits? 

8. What is the buying pattern, which includes fre- 

quency of purchases, importance of price, reliancs 

on coupon or premium deals? 

9. Are the product, the package and the color 

superior (in the consumer's mind) to similar prod- 

ucts on the market? 

10. How is the product currently packaged” 

ll. How do you 

products? 

12. Which type ot pac kage do you believe to be 

most efficient, economical and appealing? Can you 

back this up with research? 

13. What are the habits, likes or prejudices of 


prospects in relation to the product? 
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14. How many additional uses has the product? 
15. Are directions for produce use explained by 
brief, simple, easily read copy? Does it need illus- 
trations? 

16. Should the package be designed so as not to 
destroy it when getting at the contents? 

17. Is the package used as a dispenser? If so, are 
the directions for opening, closing and storage easy 
to find and easy to follow”? 

18. Does the container have re-use value? 

19. Is the structure of the present package or 
product functional, economical and convenient? 
20. What advertising and marketing support does 
it have or will it have? 

21. Does the manufacturer have a tv program or 
will it have? 

22. What merchandising objectives should be sought 
in making package or product changes”? 

23. Might sales angles influence designs for con- 
sumers, retailers, wholesalers, jobbers, door-to-door 
salesmen? 

24. Is the package subject to no notice at all, casual 
observation, continual observation, close-up study? 
25. Are sales dependent upon shelf display”? 

26. Is trademark or brand identity so strong that 
the package can be quickly identified in jumble 
display arrangements? 

27. Does the package properly visualize the product 
for the consumer without forcing him to question 
the sales clerk or see the product itself? 

28. Does it fully utilize all surfaces on which to do 
a complete, informative selling job, both at first 
sight and on close study? 

29. How can package redesign effect savings? 

30. In what way do size, shape and type of package 
affect efficiency at the plant, in shipping, on the 
shelf, at home and in use? 

31. Assuming the present product and package type 
to be good, are manufacturing and packaging steps 
at the plant most efficient and economical? If not, 
do your plans include the possibility of making 
changes in procedure to take care of new design? 
32. Should package changes be made gradually or 
at one time? 

33. Have you considered the extra sales value of 
redesigning which will include multi-pack displays, 
dispensers, shipping containers, trucks, stationery, 
signs, uniforms, and other appurtenances of your 
promotion? 


> These are all general questions, and should be 
considered seriously before embarking on a serious 
repackaging project. If, however, you have a speci- 
fied market in mind, you must investigate its pe- 
culiar needs at greater detail. One example of this 
is the changing form of merchandising in the large 
department store. In an effort to combat the super- 
market on one hand and the discout house on the 
other, department stores are asking packaging to 
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take on new responsibilities. A survey conducted by 
the Natl. Retail Dry Goods Assn. and the Folding 
Paper Box Assn. came up with seven obvious ways 
to increase sales and lower costs in department 
stores. 


1. Encourage self-selection . . Merchandise man- 
agers say half the sale is a package which catches 
a shopper’s attention. They want packages that have 
quick product and brand identification. 

In fact, department stores and buying offices feel 
packaging is the responsibility of the vendor—man- 
ufacturer, wholesaler, importer. They welcome pack- 
aged merchandise. 

To clinch a sale without outside help, the package 
must have information a clerk normally should pro- 
vide but doesn’t, can’t or won’t—description of con- 
tents, color, amount, merits, instructions for use. 


2. Make packages serve as display . . Imagina- 
tive packaging is a must for department stores. 

Customers can’t always find what they want when 
merchandise is strewn helter-skelter on the counter. 
With packaged goods one customer can serve him- 
self while the sales clerk is freed to devote time to 
another customer with special fitting problems. 

Baby pants, a problem when shown loose, are 
easy to stack and show when packaged creatively. 
The same holds true for awkwardly shaped products, 
such as lipstick containers. Creative display pack- 
aging uses counters more effectively. 


3. Glamorize staples for gifts . . Department 
stores are now selling food mixers not only for 
customers use but also as gifts. Towels and wash- 
cloths are household items that become gifts when 
glamorized with a three-packet sachet as a bonus 

Gifts mean prestige. Forty per cent of the retailers 
say they plan to redesign their store packages to 
build prestige for their store names. Such packages 
for well-known department stores are becoming as 
familiar to shoppers in their particular areas as are 
the symbols of nationally advertised brands. 


4. Develop multiple sales . . One department 
store executive said, “Packaging squeezes out extra 
sales by offering multiples or related items in an 
easy-to-carry unit.” In their drive for greater effi- 
ciency, department stores are shifting many services 
back to the manufacturer and forward to the cus- 
tomer. And they are designing their stores, especial- 
ly new branches, for self-selection, where pack- 
aging is vital. 

A set of socks means more dollars for the same 
selling time and cost. Items related to a camera 
boost sales when packaged as a camera unit. 


5. Increase carry-homes . . Eight of every ten 
customers want to take their purchases with them. 
But much packaging and non-packaging militates 
against it. This doesn’t apply, of course, to such 
hang-tag goods as furniture and major appliances. 

Take-withs in department stores, with the trend 
to suburban branches, have risen to an average of 
87°7, and stores which do not reach this figure have 
correspondingly higher operating costs. Attractive, 
convenient size packages increase the take-with 
percentage. 
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A bathing suit in a smart carton with a handle 
increases the incidence of take-with. So does a com- 
plicated collection of toys prepackaged in a manage- 


able box. 


6. Tie in with national adverising . . Accord- 
ing to one department store president, identification 
at the point-of-sale is the most important link in 
the marketing of a product. Not all packages tie-in 
the item imagery created by advertising, nor do 
all recap the main points of the advertising. Pack- 
aging should recall the advertising. 


7. Improve housekeeping . . Customers can’t 
always find what they want when merchandise is 
unpackaged. The right package allows more shelf 
and counter space, and no time is lost when a stock 
clerk picks the merchandise needed by the selling 
floor. 

Whether the merchandise is unloaded or stacked 
by hand or by materials handling equipment, neat 
rectangular boxes cut receiving operations. It’s diffi- 
cult to keep loose items on pallets and conveyor 
belts. And the tedious job of marking merchandise is 
speeded by good packaging, simple to stamp. 

Creative packaging not only simplifies wrapping 
but in many cases eliminates it entirely. It also re- 
duces mismating, markdowns and returns to a mini- 
mum. Stores estimate that up to 95°, of markdowns 
are caused by soilage of unpackaged goods. Clean, 
fresh merchandise accurately described on the car- 
ton is less likely to be returned. And if returned, the 
article will be kept unsullied by the package, ready 
to be sold again. 


» At almost the other extreme, however, are the 
demands of rack merchandising which is occupying 
the attention of more manufacturers, as supermar- 
kets and other mass merchandisers find that there 
is almost no limit to the kinds of goods that can, 
properly packaged, be moved through these channels. 

The packaging of nonfoods for supermarkets in- 
volves six different basic packages: 


BEST OF AR 
REPRINTS 
AVAILABLE 


Reprints o la les in this ‘‘Best of AR” series 

will be available immediately following publication 

btained for 25c each; lots of 

10 of any one reprint, 20c each; lots of 50 or more 

15c¢ each; lots of 100 or more, 12 2c each. Presently 

available are 

301 ..A Basic Guide for Paper Buyers 

302 ..A Basic Guide for Better Advertising Photos 

303 ..A Basic Guide to Business Films 
A 
A 
A 


Single copies can be 


304..A Basic Guide to Direct Mail 

305 ..A Basic Guide to Display Typefaces 

306 ..A Basic Guide to Packaging 

Order by number from Reprint Editor, Advertising Re 
quirements, 200 E. Illinois St., Chicago 11. Please 


enclose payment if your order totals less than $2 


1. A simple sleeve, such as might be used to present 
a clothesline. 

2. A label for a product such as a pot, pan or bottle 
which is self-contained. 

3. A tag, for items like electric-cord sets. 

4. A bag, to hold such things as plastic table cloths, 
ironing-board covers and the like. 

5S. A box, typical for toys or games. 

6. A card, to which a paring knife, peeler or similar 
small item may be affixed. 

These types of packages are, obviously, designed 
to fit the peculiarities of each item sold in a food 
store. In determining which to use, the manufac- 
turer—guided by the rack jobber—can pick the 
right one by visualizing his product in each unde 
store conditions. 

In addition to these specifics, other requirements 
of the package must be kept in mind, in terms of 
the conditions under which it will be displayed and 
sold: 


1. In line with its basic purpose as a container, the 
package must keep its contents clean, and must pro- 
tect the product from damage in frequent handling 
if the item is fragile. 


2. The package must be adapted for the most suit- 
able method of handling in the stores. If it is to be 
stacked, it must be of a size and shape that will 
stack easily. If it will be dumped in bins, the pack- 
age must retain its identity and be so made that 
several of them won't stick together in the bin (this 
means no sharp points, for one thing.) On the othe: 
hand, if hanging is to be the method of display 
perhaps on a pegboard—hang-up holes of prope: 
size and strength must be provided. (American Rack 
Merchandising Inst. sets 5 16” as the minimum di- 
ameter of such holes for practical use). 


3. The package should illustrate the product in use 
if possible—and must have a prominent, adequate 
price-marking space. (7s to 1” square or circle is 
preferred) 

4. Finally, the package must conserve space in the 
best possible manner. Regardless of how attractive 
a package may be and how well it displays the prod- 
uct, neither the rack jobber nor the food-store op- 
erator will accept it if it is larger or more awkward 
than necessary. Both operators naturally measure 
success of an item in terms of how many dollars of 
gross profit it can earn per square foot of space 
Therefore, an item which ignores space economy has 
little future in this market 


The Basic Packaging Materials 


Packaging has utilized, in one way or another, al- 
most every material that is available and on the 
market. Here is a summary of the primary materials, 
adapted from “Materials on Review,” published by 
Packaging Parade 


Aluminum... For packaging, aluminum is used in 
three forms: foil, light-gage forms, and, most recent 
entry into the packaging field, rigid cans 

Foil presents three major advantages. Either by 


itself or laminated to other materials. it offers a 
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high degree of protection; its appearance adds to 
the sales impact of the package; it handles well on 
high-speed automatic packaging machinery. 

Most light-gage aluminum is used in rigid and 
semi-rigid containers, such as pie plates, tv dinner 
trays, cheese dip cups, and other similar containers, 
although it is moving into flexible packaging appli- 
cations. 

The all-aluminum rigid can has entered the pack- 
aging field only within the past year, where it is 
giving direct competition to the long-familiar tin- 
coated can. Its higher initial cost is compensated for, 
in certain instances, by its cleaner appearance, its 
easier manufacture and its resistance to corrosion. 
Aluminum is also used widely for collapsible tubes. 


Paperboard . . There are many varieties of paper- 
board used in packaging. They vary in thickness, 
appearance, strength, surface, cost, and in almost 
every other respect. There are two main categories 
boxboard and containerboard. Boxboard is used, 
among other things, for the manufacture of folding 
cartons and set-up boxes. Containerboard finds its 
greatest use in the manufacture of corrugated and 
fiber shipping containers. Among the various types 
of boxboard are the following: 
@ Non-bending chip board . . . Muddy in color, un- 
suitable for printing, this board is used in the man- 
ufacture of set-up boxes 
® Bending board . . . The most common type of 
boxboard encountered in supermarkets. This ma- 
terial differs from non-bending in that, as the name 
implies, it can be folded over on itself without 
cracking. It is therefore used in the manufacture of 
folding cartons. Bending board comes in a variety 
of grades. The center of the board is usually dark 
gray in color, but the outer surfaces can be eithe 
white or in color. 
@ White patent-coated board . .. This board is 
somewhat similar to bending board but has an ex- 
cellent printing surface on one side and any of a 
number of different stocks on the other. 
@ Clay-coated board This board is top surfaced 
with a white mineral powder, a binding agent, and 
water, sometimes before and sometimes after lam- 
ination. 
® High gloss coatings . Recent developments have 
produced boards with surfaces comparable to the 
best printing papers. 
@ Special food boards . . . For packing oily and 
moist products, special food board is used. The ma- 
terial is also used in the manufacture of milk car- 
tons and enjoys a wide variety of uses where its 
excellent printability and high strength can be 
utilized. 
@ Kraft boards .. . Growing rapidly in the industry, 
this is made from Southern pine, and is a low cost 
material. At extra cost, can now be obtained almost 
pure white. Used for corrugated and multi-packs. 
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Cellophane .. Widely used, this transparent ma- 
terial is not a plastic, but a form of the natural 
product cellulose. It is the oldest of the transparent 
films, and is still one of the leaders, due to its low 
cost and easy workability. With various coatings, 
its limitations can be easily reduced. 


About 75% of all cellophane is used for foods, 


including baked goods, meats, fresh produce and 
frozen foods. It also has wide use in tobacco, textiles, 
hardware and drugs. Another common use of cello- 
phane is as an overwrap, where its excellent print- 
ing characteristics form a plus factor. 


It is not suitable for packaging liquids, and its 


tendency to become brittle as it dries out makes 


unsuitable for products having a long package 


life, especially under uncontrolled storage conditions. 


Cellulose Acetate .. Next to cellophane in its age 
as a packaging material, this is related to it, and 
is very widely used. Used as film or sheeting, this 
material is highly regarded for its extreme clarity, 
high surface finish, dimensional stability, ease in 
handling and many other attributes. 


It is used as wraps and bags; windows in paper- 


board containers; laminations; containers, covers, 
tubes and cylinders; molder containers; drawn vials: 
and, most recently of all, vacuum-formed packages 
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Procedures and Materials 


Glass . . Among the qualities which give glass its 
high appeal as a packaging material are its trans- 
parency, chemical inertness, lack of odor, lack of 
taste, impermeability to moisture and gas, high 
puncture strength, and adaptability to handling on 
automatic packaging lines. 

It can be either transparent or opaque, and can 
be produced in all colors of the rainbow. It can be 
soluble in various chemicals or insoluble. It can con- 
duct or resist electricity. 
or simple shapes. 

Glass containers are 
tries: food, beverz 


It can be made in complex 
used mainly in four indus- 
ige, drug and cosmetics, chemicals. 
In contrast to most packaging materials, 
tainers are frequently 
cially in the dairy 


glass con- 
used more than once, 
and soft drink fields. 

New developments in glass manufacture have re- 
sulted in a bottle of considerable less weight with- 
out reducing strength. 


espe- 


Laminations . . While technically not a 
packaging material, the wide variety of laminations 
available deserve mention. A number of converters 
are able to produce a multi-layered packaging ma- 
terial to meet specific packaging needs. Foils, papers, 
plastic films can be combined to contribute precise 
properties. One layer may add strength, 


separate 


while an- 
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other brings resistance to 
laminations are stock 
designed to answer 


moisture. While 
items, others are 
definite needs. 


some 
custom- 


Metals, can . . Perhaps the oldest of all forms of 


packaging, this is still the most familiar to most con- 
sumers. Yet in spite of its age, it is hardly static in 
its development. New techniques are being brought 
forward regularly, and the humble “tin can”’ is still 
very much in the running when it comes to pack- 
aging. 

The industry :s divided into two major categories 

food and general. Cans for food must be sanitary, 
must usually be able to withstand cooking processes, 
and must be given a lining which will resist what- 
ever the can is designed to contain. 

General cans have a wide variety of shapes, sizes 
and closures. They can be lithographed, 
labeled; are made 
plate; 


than 
steel 
usually are 


rather 
from a wide variety of 
can be drawn as well as soldered; 
delivered with lids or closures. 

Most recent development in the can is its use with 
high internal pressures. Cans for beer and carbon- 
ated beverages are important, but 
seamless cans for aerosol 
Aluminum is also entering the field. 


most rapidly 


growing are containers. 


Meials, collapsible tube . 


is one of 


Invented in 1841, 
the oldest forms of metal packing, 
still extremely popular. 
sumer convenience, 
materials, has 
tube. 


this 
and is 
Increased emphasis on con- 
combined with the use of 
broadened the ace 


new 
eptability of the 


Its advantages include the 
light in weight, 
refillable, 
adaptable 
aging. 


following: non-porous, 
versatile, non- 
long shelf life, 


automatic 


sanitary, 
decorative, 


durable, 
handle, 
to mass production and 


easy 
pack- 
Tubes are suited for 


dispensing 
pharmaceuticals, 


medicinals and 


cosmetics, shaving dentri- 
household 


adhesives, 


creams, 

frices, spl ead-ty pe food 
] 

industrial 


compounds of 


products, 
such as 
kinds, 


a variety of similar products. 


and 


and lubricants, 


items 


Various colorants, 


dyes and 


Mylar - - More 


formally known as mylar polyester 
film, it is a 


relative newcomer to packaging, and is 
still going through its growing pains 
In spite of its still high 


number of 


price, 1tS superior per- 
qualities has led to its 
variety of 


transparency, 


formance in a 
adoption in a 
crystal-cleai 
strength, 
little 
under 


creat circumstances. It has 
high impact 


vapor, 


and tensile 


resists molsture 


that it pucker or 
humidity conditions. In 
impermeable to gas or 
vents, oil 
toxic, 


absorbs SO 


wrinkle 
addition, it is 


and 
moisture 


high 


does not 


odor and 


resists many sol- 
chemically inert, non- 
bacteria. Finally, it re- 
tains its physical properties over a wide temperature 
range, from ~80 to +300 F. 

This latter property makes it possible 
for food frozen in a Mylar 
in the bag. 

The greatest problem with Mylar, 
brought under control, is its 
equipment, which 
high a temperature 
aging lines 


and grease. It is 


and resists fungi and 


», for example, 
bag to be boiled directly 
just 
difficulty 
must be 


now being 
with heat- 
operated at too 
for easy handling on most pack- 


sealing 
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Paper, fancy .. There are three major categories 
of fancy papers: uncoated, coated and processed. 
Uncoated are papers whose finish or glaze is ap- 
plied during the original manufacturing process. 
Coating, or placing an extra layer of some mineral 
substance on the finished paper sheet, increases the 
gloss and permits more varied effects. Metallic, plas- 
tic or flocked surfaces can also be obtained. In addi- 
tion, fancy papers can be given special effects, such 
as embossing. 

These papers, often printed to order, are used 
mostly for a covering for setup boxes, as a decora- 
tive touch on a relatively inexpensive base material. 


Paper, glassine and greaseproof . . While these 
are primarily used for purely functional purposes 
to provide inexpensive flexible packaging for a wide 
variety of greasy and oily foods, recent develop- 
ments have made them far more versatile. 

Wtih different base materials and different coat- 
ings, selected from waxes or lacquers, as well as 
wide possibilities of lamination, these papers are 
used widely for very specific purposes, including 
carton liners or overwraps, bags, butter or mar- 
garine wrappers, liners for paper canisters for mois- 
ture protection. Rarely, however, are they used as 
the sole packaging material 


Paper, protective . . This includes rough, outside 
packaging papers, such as wrappings, krafts, and 
other specialized papers, whose properties are given 
by mixtures in the original manufacture or applied 
later. Rust inhibiting papers, moisture resistant pa- 
pers, wax emulsions to prevent scratching delicate 
surfaces, silicone resins to prevent sticking are all 
examples of protective papers. 


Pliofilm .. To a great extent, this material com- 
bines the stretch of rubber with the clarity of cello- 
phane. It is especially useful for retailing packaging 
of fresh produce, meats and cheese, although it is 
being used in a number of non-food applications. 
One of these non-food uses is for packaging small 
automotive and electrical parts. Its resistance to 
moisture inhibits rust and corrosion. 

It can also be laminated to other films and to paper 
to cut down cost and extend its properties. 


Polyethylene .. A post-war product, perhaps the 
best-known use of this plastic is in squeeze-bottles 
But it comes in a wide range of variations. Poly- 
ethylene film has provided packaging for products 
previously unpackaged, rather than replacing other 
packaging media. It maintains its physical properties 
through a wide range of temperature, and heat-seals 
at a relatively low 125 F. 

Just over the horizon for polyethylene is the use 
of irradiation to increase its heat resistance without 


altering its other properties. While this process is 
still in the pilot plant stage, it is being watched 
with great interest. 


Polystyrene . . This plastic material comes in two 
widely different forms: molded, used for re-usable 
food packages, and foam, used to protect extremely 
fragile products. Both are rigid, lightweight, water- 
proof, easily molded to shape, unaffected by freez- 
ing. It is also produced by a long list of suppliers 


Polyvinyl Alcohol . . Just barely entering the 
packaging market, this plastic has the interesting 
property of dissolving completely in water. In film 
form, it has excellent tensile and tear strength, and 
resists organic solvents, greases and oils. 

Its most likely use is to package standard meas- 
ures of chemicals which must be dissolved in wate: 
for use. For example, a sufficient quantity of de- 
tergent for an automatic washer can be packed in 
a PVA bag. The user merely tosses the detergent, 
bag and all, into the washer, where it dissolves 
rapidly. Unfortunately, PVA also has an extreme re- 
action to humidity conditions. Recent developments, 
however, have partially overcome this instability. 
and should lead to wider use of soluble packets fo 


a host of industrial chemicals and household prod- 
ucts. 


Saran .. One of the heaviest of the plastic films. 
its increased strength compensates by permitting 
the use of thinner gages than usual. Although it 
comes in a number of variations, all are char- 
acterized by high transparency, high strength, and 
low gas permeability. Somewhat hard to handle and 
seal, one of its positives advantages is its recognition 
by the public, since it is one of the few new pack- 
aging materials that is also sold directly to the con- 
sumer for household use. 


Vinyl . . Technically known as polyvinyl! chloride, 
vinyl is a synthetic resin characterized by toughness 
and flexibility. In these respects it is replacing Plio- 
film in a number of uses, especially where the pack- 
age must withstand repeated consumer handling 

In sheet form, it is being used for blister and vac- 
uum-formed packages. New vinyl films for pack- 
aging are being introduced regularly. These are 
overcoming some of the objections to this plastic, 
such as a tendency to stick to itself after prolonged 
contact. 


What’s Ahead 


Packaging is a constantly changing field, and the 
alert adman must constantly re-evaluate his present 
package and reconsider his materials as_ things 
change. 


Among the areas to watch carefully in the near 
future are the growth of aluminum, especially in 
cans; blister packaging; aerosols; new plastics: con- 
sumer convenience: collapsible tubes in the food 
field; multi-use corrugated shipping cartons: multi- 
packs. 44 





Penetration plus Effectiveness .. . 


Two Measures of 
Package Redesign 


By Myron J. Helfgott 
President, Package Research Institute 


New York 


A package is one of the two most 
enduring aspects of a brand’s image, 
the name itself being the other. 
Therefore, a change in the pack- 
age is serious business. To intelli- 
gently decide on whether or not 
to change a package, or when to 
do it, management must be con- 
tinually supplied with information 
which indicates the effectiveness of 
its package, as compared to com- 
petition. 

We have devised a research pro- 
cedure which attempts to supply 
management with a continuing 
measure of the intrinsic effective- 
ness of a package, called the “In- 
dex of Package Effectiveness.” It 
is made up of these three tests: 


Visual Effectiveness Test .. 


Conducted in our visual laboratory, 
it uses a tachistoscope to project 
pictures of actual shelf arrange- 
ments. The position of each brand 
is carefully controlled to prevent 
bias. The sample size varies, but 
the results are analyzed sequential- 
ly, after each group of ten re- 
spondents, to determine the final 
sample required for statistical sig- 
nificance. 


Purchase Effectiveness Test 
To separate the effectiveness of the 
package from that of the total brand 
image which is evoked by the pack- 
age, we use two matched samples 
of respondents. One is exposed to 
the actual packages, while the othe: 
is given only the brand names, 
typed on index cards. Both samples 
evaluate the brands, and the dif- 


ference between the ratings indi- 
cates the degree to which the pack- 
age is “pulling” for the brand, over 
and above the brand name. 


Brand Loyalty Effectiveness 
Test .. This test is like the Pur- 
chase Effectiveness Test, only it is 
conducted as a product test. Actual- 
ly the products do not vary. Just 
the packaging is changed. This test 
measures the degree to which the 
favorable implied qualities in the 


This article served as the nucleus of 


a presentation before a 


packaging 
workshop of the American Manage- 


ment Assn. 


package rub off onto the product. 
Interestingly, a good package from 
the point of view of purchase effec- 
tiveness is not always good in en- 
couraging brand loyalty. 


>» These three tests measure the in- 
trinsic effectiveness of the pack- 
age. To this we add another kind 
of information, the penetration of 
the present package, the degree to 
which the present package is known 
to stand for the brand among con- 
sumers. 

Taking these two measures, we 
have four possible conditions: 

A B Cc D 


High High Low Low 
High Low High Low 


Penetration 
Effectiveness 


What should management do in 
each case? 


A. This is good. Nothing need be 
done. There is, in effect, no prob- 
lem. 


B. The low effectiveness indicates 
a need for redesign. One would 
recommend that it be within the 
framework of the present design, 
as much as possible, to take ad- 
vantage of its high penetration. 


C. This indicates a good package, 
but one not well-known. What it 
needs is not redesign, but greater 
use and exposure—perhaps through 
advertising. 


D. This is a poor, unknown de- 
sign. Certainly there is need for 
redesign here. 


’ The right decisions come out of 
informed judgments based on the 
relevant facts. By supplying these 
facts, research can show whether 
the old package needs changing 
as well as the latitude and direc- 
tion of the redesign. 

The package change decision is 
no longer guesswork. It is intelli- 
gent marketing based on good re- 
search. 44 


Packaging News... 


Polyethylene Practicality 
Proved by Packaging 


The packaging field depends on 
materials that are both practical 
and versatile. And certainly, with- 
out a doubt, one of the materials 
that “stars” in both areas is the 
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hard-to-spell, harder to pronounce, 
lightweight giant of the packaging 
industry, polyethylene. 

Recent applications of the mate- 
rial include: 


Potatoes and 
Chips... 


Milprint Inc. made 
a new step forward 
in the packaging 
field with two new innovations for 
food packaging. 





Potatoes With Polish Plain Jane 
potatoes get glamor appeal with colorful 
packaging by Milprint for the House of 


Gault 


® Produced for Ascot brand pota- 
toes, Milprint added new appeal to 
an unimaginative item with a gra- 
vure-printed polyethylene ten- 
pound bag. The bag makes full use 
of color and appetite appeal with 
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both front and back illustrations 
showing potatoes, not in their raw 
state, but appetizingly ready to 
serve. Brand identity gets a prom- 
inent spot on the new packaging 
with the name, Ascot, displayed in 
hand-lettered type, of red, royal 
blue and cerulean blue outlined in 
black to make it stand out from the 
white background. Additional con- 
sumer appeal is seen in illustrated 
recipes for better potato eating. 


@ New glassine bags for the Brown- 
ie Chip Co. products are printed 
by Milprint on bag stock developed 
specially for climate control. Made 
of bleached, waxed glassine, the 
bags have a built-in moisture pro- 
tection to insure potato chip fresh- 
ness and are sufficiently stiff to pro- 
vide a cushion in shipping, thus re- 
ducing breakage. 

They are printed flexographically 
in a bright yellow with the company 
trademark a brownie perched 
in various spots on the bag. Subtle 
selling to the mamas is seen in a 
message on the back that stresses 
the nutritional value of the product 
for growing children. 


New Bread New 
Wrapping for 


competition 
cellophane is 
the polyethylene 

film, “Crown-Seal”, developed for 





lf every gravure advertiser and advertising agency 
production man could visit our plant, you 
would know why more national advertisers are 
demanding that ACME supply their quality gravure 
color plates and advertising preprints. 


Our fine reputation is your assurance of unsurpassed 
reproduction and service of advertising preprints ... and, 
fine gravure cylinders for all packaging printing. 


Your inquiry will receive immediate attention. il 
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it’s acme 





bread-wrapping by Western-Wax- 
ide Div. of Crown Zellerbach Corp. 

The “Crown-Seal” film is re- 
ported to be pliant, strong, crystal 
clear and offers high resistance to 
tearing because of its lack of brit- 
tleness. 

Packaging costs for the baker 
using Crown-Seal polyethylene 
film will run from 25% to 35°. less 
than cellophane wrap. Special end 
labels and outsert bands have been 
developed for use with Crown-Seal. 

Details are available from West- 
ern-Waxide Div., Crown Zellerbach 
Corp., San Leandro, Cal. 


New Rigid 
Containers 


High-density poly- 
ethylene has been 
used in the de- 
velopment of rigid, plastic contain- 
ers by Owens-Illinois Glass Co. 

Designed to complement the 
company’s line of glass containers, 
the plastic containers have been 
developed primarily for household 
and chemical items such as de- 
tergents, waxes, polishes, and re- 
lated products. 

Advantages of the polyethylene 
containers include light weight, 
strength, built-in pouring spouts, 
translucency, and a wide variety of 
design and color possibilities. 

Details are available from Owens- 


Illinois, Toledo, O. 


Power Point Packaging 
Based on Jewel Boxes 


New translucent plastic cases, re- 
sembling jewel boxes, have been 
adopted for the Power Point Cart- 
ridges by Electro-Voice Inc., Bu- 
chanan, Mich. 

Safety-sealed in the molded 
translucent plastic, each phonograph 
cartridge is displayed in the center 
of the raised jewel-box setting. 

Identical cases are used for the 
full line with model identification 
possible through color-coded spec- 
ification cards in the base of the 
cases. 44 


Speedier Bubble Packs 
Possible With New Unit 


A high-speed machine for pro- 
ducing plastic bubble packages has 
been introduced by Erdco Engi- 
neering Corp. 

Adjustable to accommodate pack- 
ages of varying sizes and shapes, the 
machine enables positive sealing to 
be accomplished with radio fre- 
quency heating, a new method that 
is more rapid, positive and eco- 
nomical than heat sealing. Heating 
is focused at the point of sealing, 





eliminating warped card _ backing ence of circular packages. The unit 
and minimizing wastage of plastic is extremely flexible in its ability to 
bubbles. This method also prevents conform to any production line re- 
damage to products caused by over- quirement, and can handle buterate, 
heating during sealing operations. acetate and vinyl. 
Additional speed features include Complete details on the Bubble 
simultaneous automatic die-cutting Packaging Machine are available — 
of all four sides of rectangular from M. H. Goemann, Erdco Engi- Saws © ee 
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Give Your Label Plus Value 


Ready For 


A label can be more than a name-plate, if you use a little imagination. Here, taken Mailing In 


from a leaflet prepared by Normandie Tag Corp., New York, are 20 hints at making 
your label a little different. 


1. Indicate a space on a child's garment label where mother can write in the 
child's name .. . to avoid school and camp mix-ups. 


2. Any mother appreciates a size and age designation on the label. It helps in 
purchasing, and also, in figuring out “hand-me-downs.” 


3. Use a cloth that is strong enough, and sewn in so that it can actually serve the 
purpose of hanging the garment. 


4. Indicate a space on your man’s shirt label for the laundry to put its mark. This 
: A ONE - FIECE 
will eliminate messy laundry marks on the collars. = 


a MAILING BOXES 
5. Make the label for a lady’s slip look like a bit of lace (easily done with the , 


right designing), so that if it shows through a sheer garment, it will still look attrac- e Saves eo 
tive, and won't be cut out. eae 

4 “Gees on No Storage Problem 
f 19 DIFFERENT “ e Eliminates Wrapper, 


SIZES } String and Tape 
ee Pee @ Makes A Stronger, 
x x 8 


7. Use the back of the tag to print a simple puzzle or game. Children will carry it *qQ10 B14 x 5% x 35a op Safer Package 
— we Write For Free Somples 
around and play with it. = 


ond Complete Price List 


G. For delicate undergarments that carry both a label and a tag, use the label as 


a place to attach the string tag. This will keep the garment looking fresh and clean. 


8. Use the tag to give mother hints on how to make the children’s garment last 


236 ABORN STREET 
longer. Such things as instructions for care, or ways to lengthen or increase size of THE C. AF at) Oe 
garment will please her. 


9. Make the back of your tag an identification plate (Name 


Address ) for youngsters to use in their schoolbags or books. 


10. Tell a good story ... on the inside of a booklet tag, try an historical story 
about the origin of the particular style or fabric, or even about your company and 
the people who work to produce the merchandise being bought. 


11. Make your booklet tag into a little appointment book ... to be carried about 
for a week, month, or year, depending upon the size of your tag. HOW 


12. When looking for a specific customer response, add a premium coupon or a 
business reply card (to be perforated and torn off) as a part of your tag. 


13. Make one size of your tag a “fact list,” giving handy information such as CAN IMPROVE YOUR 
weights and measures ...a calories chart ... or a world monetary and exchange POINT - OF -PURCHASE 
system note. 


14. Adding to a gummed sticker used on towels (ki‘chen or terry) hints on how 


towels can be used as “decorator” touches in the bathroom, kitchen, or even other BOOKLETS AND LABELS 


rooms. 


15. Knit goods — sweaters or cotton knits — that are made in a classic style can 


carry hints on ways to dress up and vary the appearance of the garment with rib- 
bons, jewelry, scarves, etc. ... always appreciated. 


16. If you’re making dresses, list appropriate accessory suggestions. Telling the 
woman what jewelry. shoes, gloves, etc. would go well with your style will often 
help her make up her mind to buy the dress. 


Send for this COLOR GUIDI 
that shows how to make your 
“printed salesmen” more ef- 
fective... how color can help 
you develop the desired emo- 
tion about your product jn 
the consumer's mind. Enclose 


10¢ for handling. 
17. For multiple sales, be sure to list or illustrate the other items in your line 


which would complement or augment the item being sold ...a sales builder for 


you and often, just the additional suggestion the customer is looking for. 


18. The man who buys a shirt is in the market for a tie .. . and you can help him 


by suggesting on your shirt tag appropriate types of ties (four-in-hand or bow, for 


example) for the collar style of the shirt, and the most flattering colors to go with 
that shirt. 


19. To stress longer wear... print a calendar on the back of your tag and sug- 
gest that the consumer circle the date purchased, then keep it to compare with the 
life-span of competitor's merchandise. 


Address 


State 


20. And remember the retailer . .. use a portion of your tag as an inventory con The National Tag Company 


; : 337 S. Patt Bivd., t 1, Ohi 
trol form, to be taken off (via perforations) and kept for easy re-ordering. Shonen Sve., Guyton 3, Obie 
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How to Use Closed Circuit Television... 


Smith, Kline & French, Philadelphia pharmaceutical man- 
ufacturers, has made television history, first with its medi- 


cal programs in full color, and then with its sponsored 


network programs. 


By Fred Roll 

Department of Public Relations 
Smith, Kline & French Laboratories 
Philadelphia 


In a dozen or so cities across the 
country in the next year, a tele- 
vision director will cue-in a studio. 
A voice will say something like 
have a_ mitral 
stenosis which will be corrected 
under hypothermia : 

The voice will be that of a sur- 
geon in the operating room. The 
picture that will fill the television 
screen—a screen that is measured 
in feet, not inches—will show, in 
color, exactly what the surgeon 
himself sees. The audience will con- 
sist entirely of 


this: “Today we 


doctors attending 
a major medical meeting. 

This is television, but of a very 
special kind—with all the produc- 
tion headaches of any tv show, plus 
some problems and objectives all 
its own. 


>» As many of the nation’s 230,000 
doctors can tell you, this is closed- 
circuit medical television, 
sponsored by the 


color 
produced and 


Oke pea 


Traveling Control Room 


2 a ee % 
i oe 1 
1a 
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Philadelphia pharmaceutical firm 
of Smith, Kline & French Labora- 
tories in the interest of post-grad- 
uate medical education. And _ to 
borrow Ed Murrow’s line on Per- 
son to Person: “It’s all live—no 
film.” 

During the last eight years, this 
kind of “show” has been’ seen 
throughout the United States, and 
in France, Mexico, Canada, and 
for the first time just last summer 

Great Britain. All in all, there 
have been 115 shows, a fact which 
translates itself automatically into 
administrative terms—an annual 
budget of $250,000 . . . a capital in- 
vestment of more than $300,000 . 

a 12-man production and technical 
staff. 

And to go one step beyond Mur- 
row’s “It’s-all-live-no-film”  state- 
ment, SKF medical color television 
is “All institutional—no commer- 
cials.’ Never has a product pitch 
been made on SKF-TV. In these 
days of soft-sell versus hard-sell, 


SKF uses “no-sell.” 


> With so heavy an _ expenditure, 
does “no-sell” television pay off? 


A ee 


MEDICAL fo iffy 
3 
‘ 
moet 


Seale 


2 
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This completely-equipped truck is a studio on wheels. It 


contains all the equipment necessary to move into a hospital and televise, in full color 
an operation. This particular van works for the British office of SKF 


44 @ Radio & TV Production 


The answer is an unqualified yes. 

Few major industries compete 
more intensively for a comparative- 
ly small population segment than 
the pharmaceutical industry does 
to win a few hundred thousand 
doctors. Direct mail, heavy ad 
schedules in medical journals, and 
regular calls by detail men—the 
technically conversant “salesmen” 
of the industry—are methods every 
pharmaceutical house uses. 

If behind these and other promo- 
tional techniques, a company’s rep- 
utation can be reinforced through 
institutional means, then _ these 
methods of sales-communication 
can have added weight. 

Yet beyond that, if the institu- 
tional service has genuine meri: 
then the pharmaceutical house has 
justified its place on the medica! 
scene in a manner which transcends 
commercial interest. The service 
then becomes an adjunct of the 
profession. 


> This is precisely what has hap- 
pened with medical color tele- 
vision in eight short years. For ex- 
ample, in a survey of 1,000 doctors, 
98°, went on record as favoring the 
inclusion of closed-circuit medical 
television in convention programs. 
Eighty-four said they would rathe: 
see surgery on color tv than wit- 
ness the same operation in the hos- 
pital amphitheater. Eighty-one per- 
cent said they preferred seeing non- 
surgical presentations—what the 
profession terms “‘dry’ clinics” 
on tv to presentations from the 
lectern. 

Each year, therefore, the SKF 
Medical Color Television Unit 
the only one of its kind in the 
world—is asked to participate in 
more conventions than its schedule 
can accommodate. And the very 
fact that medical groups in Great 
Britain—including the British Medi- 
cal Assn.—invited SKF to cove: 
six of last summer's most signifi- 





cant meetings is proof that medical 
television is not regarded as a gim- 
mick: British medical groups, tra- 
ditionally 
SKF television with 
the enthusiasm American 
doctors did eight years ago. 


conservative, 
medical 
same 


accepted 
color 


> To understand why color tv has 
been widely accepted by the 
medical profession, you have to un- 
derstand a few facts about 
medicine. 


so 


modern 


Surgery is developing at a rapid 
rate, and seemingly, 
development 


each major 
requires additional 
personnel in the operating room. It 
is not unusual at all to 


many as 12 specialists—surgeon, as- 


find 


as 


Ssistants, nurses, anesthetists 

grouped around the operating ta- 
ble. This makes it almost impossi- 
ble for anyone in the amphitheater 
to get a clear view of the operating 


field. Yet 
whether 


the teaching of 
to students 
depends 


surgery 
to other 
visual in- 


or 
surgeons on 


struction. 


Television can help solve the di- 


lemma. A camera can either be po- 


sitioned above the 


table. 
or a be reflect 
the tv Thus. 
hundreds can see perfectly what be- 
fore only a handful could see im- 
perfectly. 


operating 


mirror can used to 


image to a camera. 


In addition, 


crew has de- 
veloped a three-way audio hookup 
in conjunction with a_ two-way 
video technique. First, the surgeon 
has a small microphone fixed to his 
gown. Without any difficulty on his 
part, he can deliver a hemostat-by- 
hemostat commentary. Second, a 
panel of surgeons and 
specialists in a nearby studio com- 
ments on the problem at hand, re- 
inforcing the surgeon’s description 


our 


television 


And finally, a moderator is sta- 
tioned in the convention auditorium 
to forward questions to the panel 
or to the surgeon, both. 


or to 


>’ As “dry” 
presentations, experience 
proved that tv’s very reliance on 
the visual can enliven what might 
otherwise be a _ dull 
the lectern. Our 
urge the doctors use 
charts, diagrams and ex- 
hibits as possible. We try to keep 
our camera work fluid. Whenever 
possible, actual patients tele- 
in connection clinics 
incidentally, 
more 


for clinics and panel 


has 


presentation 
production 
to 


from 
boys as 
many 


are 
with 
patients are 
relaxed before the 
cameras than they are when they're 
put through the same 
tests before hundreds 
in an auditorium). 

For example, in Britain last sum- 
mer we did a show on hare-lip de- 
formities in children. Before-and- 
after pictures were flashed on the 
screen. But the success of the pres- 
entation 


vised 
(and 
usually 


diagnostic 


of doctors 


came when youngsters 
who had had plastic surgery went 
before SKF's Our floor 
put a just out ot 
camera range. Quite naturally, these 
kids, now proud their expres- 
sions, “mugged” away at themselves. 
There could not have been a better 
way to demonstrate the effective- 
ness of plastic surgery, either from 
the medical 
points of 


cameras. 
crew monitor 


of 


or human-interest 


view. 


> For all 1957’s refinements of tech 
SKF had a 
rather modest beginning. Late in 
1947, we read that RCA had exper- 
imented with the television 
in medicine. The idea seemed rath- 


nique, color television 


use of 


er appealing ten years ago, when 
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ATTENTION-GRABBERS! 
HANOVER PLASTIC SIGNS 


Hanover plastic signs often are used 
as primary advertising tools. 





Small or large — they do the job you ask of them. 


Hanover plastic signs give you a head 
Start in competition for the customer's 
eye. They work harder for you. To put 
this extra “pull” in your signs, we do 
unusual things with plastic. 

For example, on our unique press 
copy and background pattern are 
vacuum - embossed simultaneously in 
Sheets of plastic as big as 4’x10’. The 
letters are sharp, clean, truly three- 
dimensional. They are embossed a full 
quarter-inch above the corrugated or 
multi-facet background. Made this 
way. Hanover signs actually improve 
the qualities which make acrylic plastic 
so well-suited to sign-making. Lumi- 
nosity and legibility are better. Color 
effectiveness is increased. 

Hanover’s exclusive “Lock-Light” 
seam makes big plastic signs more 
practical and more attractive than ever. 


*Patent applied for 


HAN 





Any number of panels can be linked 
to form a sign of any desired length. 
“Lock-Light™ seams are snug-fitting. 
There are no gaps for raw light to spill 
through. No cemented seams or double 
thicknesses to cause distracting 
shadows in the finished sign. Seams are 
virtually invisible in an installed sign. 

Another important division of Han- 
Over’s service is small plastic signs. 
They are used for point-of-sale dis- 
plays and for demarcation of sales 
areas. Many businesses use them as de- 
partmental and directional signs. 

Which Hanover service fits your sign 
program best? Let us tell you about all 
of them. Estimates and recommenda- 
tions are free. Write for complete in- 
formation. Hanover Neon. Electric 
Corporation, 767 N. Fourth St., 
Columbus 8, Ohio. 


V F fe ... that’s a good sign 


TO HELP YOU PLAN ... ask for our new folder “Put More ‘Pull’ in Your Sign Program.” 
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ADVERTISING REQUIREMENTS 





than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 





television itself was something of 
a novelty. So in 1948, with the help 
of Dr. Kendall A. Elsom of the Uni- 
versity of Pennsylvania, we did a 
black-and-white program at Penn. 
It was neither a success nor a fail- 
ure. 

Afterwards, we asked Dr. I. S. 
Ravdin, John Rhea Barton Profes- 
sor of Surgery at Penn, whether 
tv had any merit in medicine. His 
answer was that monochrome pres- 
entations had only limited clinical 
usefulness; doctors had to see medi- 
cal material in color. This, it must 
be remembered, was at a time when 
color television seemed to be a 
science-fiction dream. But Dr. 
Ravdin went on to say that Peter 
Goldmark of CBS had been ex- 
perimenting with color television 
and the tests seemed pretty satis- 
factory. 

So we jumped in. Smith, Kline 
& French put up $65,000 and Gold- 
mark and CBS developed a special 
color camera that could be used 
in surgery. 


>’ On the morning of June 6, 1949, 
Smith, Kline & French Labora- 
tories not only presented the first 
medical color tv program in his- 
tory, but the first sponsored and 
produced color tv program of any 
description. It took place in At- 
lantic City before the American 
Medical Assn. convention. Twenty 
or so 12” receivers were used, and 
we knew from the start that we 
had something of genuine merit. 

Technically, we've gone a _ long 
way since then. The 12” receivers 
have been replaced by projection- 
type screens as large as 612x810’. 
That experimental equipment has 
been supplemented by a 13-ton 
studio-on-wheels nicknamed—with 
apologies to John Steinbeck—*“The 
Wayward Bus.” That first surgical 
camera has been replaced with 
RCA compatible equipment, and 
this fall we put into operation a 
very special surgical camera, nick- 
named—with apologies to absolu- 
tely no one—‘Mirabelle.’ This 
camera makes possible remote sur- 
gical telecasts, thus adding a new 
dimension to our production ap- 
proach. 


> As for programming and _ sched- 
uling, it’s an art and science all its 
own. For example, here’s part of 
the production story behind our 
eighth anniversary show before the 
American Medical Assn. last June. 

Planning started in mid-sum- 
mer, 1956, a year ahead of show 
time. With the appointment in 
October, 1956, of Dr. Norton S. 
Brown of New York as the A.M.A. 


television chairman for the meet- 











ing, some of the programming ar- 
rangements began to. crystallize. 
(Final questions of show content 
are always left to the state or na- 
tional medical association. ) 

Meetings with Dr. Brown started 
in January, followed by much let- 
ter-writing and many _long-dis- 
tance phone calls. Meanwhile, a de- 
cision had been reached to use 
Roosevelt Hospital as the origina- 
ting point for surgery. SKF crews 
began the first of a number of tech- 
nical surveys to decide where and 
how equipment could be used, so 
hospital routine would not be in- 
terfered with. 

By late February, Dr. Brown’s 
committee had outlined a tentative 
program. Conferences’ between 
A.M.A. participants and SKF pro- 
duction experts began in mid-April. 
Arrangements were made on April 
22 for a micro-wave link between 
Roosevelt Hospital and the Coli- 
seum, convention headquarters. 
Technical surveys were made of 
the Coliseum. 





> Orientation sessions started in 
May for the doctors who were on 
the program. Arrangements were 
made for the use of glare-proof 
surgical instruments. Doctors were 
informed about the technical diffi- 
culties inherent in the wearing of 
white uniforms. 

On May 29 and 30, SKF equip- 
ment was positioned in the hospital 
and Coliseum. 

By air-time—2 pm Monday, June 
3—51 doctors, nurses and _ other 
medical personnel had _ been 
thoroughly briefed, rehearsed and 
reassured about their roles. Eleven 
tons of equipment had been tested. 
Color was balanced, camera _ po- 
sitions determined, audio lines 
checked. 

Through Thursday, June 6, there 
were 15 hours of medical tv—that’s 
a little more air time than a half- 
hour weekly series for 26 weeks. 
A total of 7.106 doctor-visits were 
recorded at the sessions in the Coli- 
seum. 


Promptly at 4 pm Thursday, the 


| see we're filming another bra spot 











“Let’s open the Hammermill 








envelopes first” 

















































































































































HIMSICAL, yes. but your letters do 

get faster attention when you send 
them in envelopes that look important 
and feel important. 


HAMMERMILL WOVE—Here’s a superior 
white wove envelope that looks a lot 
more expensive than it really is. For 
mailings of hundreds. or hundreds of 
thousands. Hammermill Wove Envelopes 
are constructed to provide easier han- 



































Whether vou’re sending executive 
letters. “company” letters. or letters for 
mass mailings. there’s a Hammermill 
envelope that’s just right to carry the 
mail. And when you buy Hammermill 
envelopes, you know you are getting 
the same reliable quality found in all 
Hammermill papers. 


YOU CAN GET 
HAMMERMILL QUALITY IN 
3 GRADES OF ENVELOPES 


COCKLETONE BOND—Whien you really 
want to make an executive impression. 
its hard to beat Cockletone Bond letter- 
heads. And Cockletone Bond Envelopes 
match the letterheads perfectly — help 
create an atmosphere ol good taste for 
your executive and professional corre- 
spondence, and other “very important” 
mailings. Their distinetive snap and 
heavy feel say “quality” at first glance. 


HAMMERMILL BOND—The smoother, 
more level surface of Hammermill Bond 
Envelopes means better-looking typing 
and printing—gives all of your regular 
office correspondence a crisp, impor- 
tant look. Hammermill Bond Envelopes 














dling and neater, more positive sealing. 
They also have enough body to keep 
looking good right up to the time they 
are delivered. Hammermill Paper 
Company. Erie, Pennsylvania. 
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crew began packing equipment so 
it would arrive on schedule at Ed- 
monton, Alberta, for the Canadian 
Medical Assn. convention. 

And just to round out. this 
chronology, on July 10, 
started all over again with the 
A.M.A. for the 1958 convention 
next June in San Francisco. 


1957, we 


>» SKF’s use of television as a medi- 
cal promotional force and a build- 
er of goodwill is by no means 
limited to closed-circuit convention 
tv. 

In 1952, SKF pioneered the first 
network medical 
series, March 
duced in 


documentary 
of Medicine, pro- 
cooperation with the 
American Medical Assn. The series 
won the first Albert Lasker Award 
for medical journalism in television 

March of Medicine, too, has de- 
veloped in scope. Initially, the series 
consisted of reports on such topics 
as mental health, heart disease, can- 
cer and the problems of aging. Then 
we broadened out. We did a pro- 
gram on the effects, 10 years later, 
of the world’s first A-bomb drop 
at Hiroshima. 

Last fall’s March of Medicine, a 
60-minute documentary in color on 
the work of a medical missionary in 
Africa, was so well received that 
we gave it a second network show- 
ing in March. This _ program, 
“Monganga,’ has already received 
a Silver Reel, a Variety listing as 
one of the best films of 1957, and 
a few other kudos, including one 
from the Natl. Council of Churches. 

We have an hour-long program 


Ot FRED 


Mobis 
Breakfast Song 


in production for January or Feb- 
ruary that has a budget—so far 
of more than $280,000. 


> Stimulated by President Eisen- 
hower’s appeal for a “People-to- 
People” program and by the suc- 
cess of “Monganga,” we sent a pro- 
duction team around the world to 
record the work American doctors 
are doing in remote outposts. We 
visited Korea, Hong Kong, Sara- 
wak, Lebanon, Turkey, Nepal, In- 
dia and Ethiopia. There was not 
one day when one member of the 
seven-man crew wasn’t down with 
some ailment—a sad comment to 
be made about a medical-documen- 
tary team. 

They flew, rode on _ buses, 
jockeyed burros, and covered the 
better part of a Nepal mountain on 
foot—34,000 miles all in all. They 
were taken to an island for lepers 
within hailing distance of commu- 
nist China, and shot sound pictures 
in a mountain village where the use 
of the wheel is unknown. Their ex- 
periences sound like Phileas Fogg 
rewriting Osler’s Principles and 
Practice of Medicine—but they got 
the film. 

Over the years, SKF has pro- 
duced “Videclinics,” a closed-cir- 
cuit television seminar technique 
which connects doctors in a num- 
ber of cities. Our last “Videclinic,” 
for example, hooked up concurrent 
state medical society meetings in 
Florida, Kansas, Louisiana, Okla- 
homa and North Carolina with a 
panel of psychiatrists and general 
practitioners in Chicago. The sem- 


Bright, cheerful ditty for Cudahy bacon has been so successful 
with Wisconsin radio and tv audiences, 


the company has imprinted the jingle on the 


back of its bacon package boards in both the pound and half-pound sizes 
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inar concerned psychiatry and gen- 
eral practice, one of the most im- 
portant medical topics of the day. 

And in the last year we have ex- 
perimented with audience-partici- 
pation programs over local tv out- 
lets. In this show, “Call the Doc- 
tor,’ the viewer is urged to call 
the station while a panel of doctors 
discusses such public-directed med- 
ical topics as overweight. The panel 
answers these questions on the ai 
Bell Telephone recorded 17,000 calls 
to the station in Buffalo while the 
hour-long program was on the air. 


> As with medical color television, 
our other tv ventures are primarily 
institutional. As a matter of fact, 
on March of Medicine we've fallen 
into the habit of calling the mid- 
program commercial “the message.” 

Over-all, however, our key tv ac- 
tivity remains medical color tele- 
vision—simply because this is the 
area in which we can be of great- 
est service to the profession. It’s 
a matter of pride that color tv has 
been installed permanently in sev- 
eral larger medical centers because 
of its educational significance, which 
we have done much to explore. 
Walter Reed Hospital in Washing- 
ton, for example, has color cam- 
eras fixed on ceiling rails in certain 
operating rooms. Not only is color 
used to televise surgery at Walter 
Reed, but also to televise autopsies. 

That’s one use of color tv we 
thankfully haven't had occasion to 
experiment with. Eight years, 800 
operations—and SKF hasn't lost a 
patient. 44 


3-D Animated Cartoons 
Offer Greater Reality 


Recent television 
three-dimensional tech- 
niques have been produced _ by 
Shamus Culhane Productions, New 
York. 

The 3-D effect is produced by the 
use of textured stock which, ac- 
cording to the company, imbues 
cartoon clothing with a stand-out, 
textured quality absent in  con- 
ventional coloring and inking meth- 
ods. 

TV spots 
were 


spots using 


cartoon 


using this technique 
produced for Esquire Boot 
Polish and Esquire Lanol White. In 
one of these, the Culhane organ- 
ization produced another 3-D il- 
lusion by blending live actors, in 
color, with black-and-white ani- 
mated backgrounds. 

Shamus Calhane Productions Inc., 
were the producers of the award- 
winning animated epilog in “Around 


the World in 80 Days.” 44 
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FoLAR WHITE 
FRaARCHMENT 





FoLAR WHITE 
FaRCHMENT 


This is the first showing of Fitchburg’s POLAR- 
WHITE PARCHMENT~—a great new paper that 
is shades whiter yet retains the interesting texture 


and crisp feel that distinguishes fine parchment. 


POLAR-WHITE PARCHMENT makes a 
background of high brilliancy to give colors gem- 
like clarity and sparkle. This unusual parchment is Other Fitchburg 
strong, folds well and embosses beautifully. It prints Papers 
perfectly by offset, letterpress, gravure, or virkotype. 

Try POLAR-WHITE PARCHMENT on 
some of your promotional material where its dis- 


tinctive appearance will assure high attention value. 
Write to the mill for sample sheets and full information. 
Fitchburg makes other parchments 


of various weights in natural 


and an array of colors 


Witchbury Paper Company Buy Direct from the Mill 


MILLS AND GENERAL OFFICE: FITCHBURG 6, MASS., NEW YORK OFFICE: 250 PARK AVE., N.Y. 17 


LITHOGRAPHED ON 55 LB. Potar-Wuite PARCHMENT 
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Double Identification . . . On a retail outlet in Lima, Ohio, the 
signs are used in two different combinations. On the left, two 


BUDGET 
TERMS 


: 


BATTEAIES 


are set in a pyramid, while a different pair are butted to form 
a straight-line arrangement 


Dayton’s Versatile Signs 


Dayton Rubber Co. needed a sign identification program 
which could be adapted to a wide variety of outlets, 


How to devise standard identifi- 


cation for widely scattered non- 


standardized buildings was one of 


the problems faced by The Dayton 
Rubber Company in acquiring new 
tire sales outlets recently. 

Dayton’s Advertising Depart- 
ment and Plasti-Line Sign Co., 
Knoxville, solved the problem by 
designing three differently worded 
but otherwise uniform signs. One 
group carried the name, “Dayton.” 
Another group read, “Thorobreds,” 
and the third group of signs had 
the words, “Tire Company.” 


> “Mounting these signs is just like 
playing with blocks,” said J. D. 
Hershey, Dayton Rubber’s Public 
Relations Director. “We can _ use 
them singly or in combinations to 
read “Dayton Thorobreds” o1 
“Dayton Tire Company,” he added. 
“The signs can be mounted pyra- 
mid fashion or stretched out along 
the top or side of any type of build- 
ing,” he continued. 

“In our initial planning we con- 
sidered neon cutout letters, neon 
signs, and plastic letters illuminated 


and yet with a minimum investment in inventory. 


with neon,’ Mr. Hershey said. 
“We finally settled on _ plastic 
signs because of the low installa- 
tion, maintenance and_ operating 
costs as well as long life and maxi- 
mum visibility, day and night,’ he 


added. 


» The sign housings, three feet in 
height, are made from sheets of 
aluminum for sturdy, lightweight 
service. The molded plastic face 
slides over the open part of the 
housing for easy replacement of 
fluorescent tubes. White lettering is 
used against a red background for 
maximum daytime visibility. In- 
terior lamps provide brilliant illum- 
ination for excellent after-dark 
identification. 

“On the basis of the estimates, 
we were able to reduce the cost 
of identifying our Richmond, Ind., 
outlet for example, by more than 
one-third,’ Mr. Hershey empha- 
sized. “Subsequent sign installa- 
tions in other locations resulted in 
similar savings,” he added. 

In addition to their low initial 


cost, these signs can be erected 


easily and quickly on any type of 
building at minimum cost. Ease 
of removal as well as _ installation 
was another important factor de- 
signed into these new signs, Mr. 
Hershey said. 


> In case of lease changes or store 
relocations, these signs can _ be 
quickly removed and sent to the 
new location at a minimum cost. 

“All in all, this is a completely 
new type of sign program that 
affords excellent identification and 
a high degree of flexibility at con- 
siderably lower costs,’ Mr. Hershey 
concluded. 

The need for a uniform identifi- 
cation sign program resulted from 
the Dayton Rubber Co.’s rapid ex- 
pansion of the number of tire sales 
outlets in many market areas. 
Using existing buildings, such as 
former service stations, auto agen- 
cies and garages, has resulted in 
a wide variety of structures. The 
standardization of signs offers ex- 
cellent identification at low cost 
and gives a uniform appearance to 
all Dayton Tire outlets. a4 


Signs & Displays * 49 








50 


get MILES 
ahead of 
competition 

by displaying your 
package here 


as well as here 


¥ Detwate 


‘rn 
> 1CE CREAM 


MULHOLLAND - HARPER 
TRUCK SIGNS give you ex- 
cellent package identification 
from shipping platform to 
dealers. Baked-Enamel-On- 
Aluminum Signs reproduce 
your package exactly, as large 
as you wish, with bright, 
sparkling colors. No rust, no 
chipping; lightweight, too! 
MULHOLLAND - HARPER 
DEALER SIGNS give you an 
opportunity to identify your 
package where it’s sold. Color- 
ful, attractive designs; rust- 
proof aluminum construction 
assures long life. Mulholland- 
Harper makes plastic, metal 
and Scotchlite signs of every 
type for every purpose, for 
local and national advertisers. 


Write for free folders on 
signs made to your order by: 


MULHOLLAND - HARPER 
COMPANY 


Half a Century of Sign Design 
and Manufacturing 


5808 Tacony Street 
PHILADELPHIA 24, PENNA. 
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| Visit to POPAI Show ... 


Color & Motion 
Play Big Roles 


Aware of their new responsibili- 
ties, the suppliers of point-of-pur- 
chase advertising are looking ahead 
with optimism. This was reflected 
in the larger-than-average traffic at 
the POPAI show held in the middle 
of April at New York’s Sheraton- 
Astor. Exhibitor after exhibitor ex- 
pressed pleasure at the number of 
visitors to their booths, and at their 
approach to the extended use of 
p.o.p. materials. 

The role of point-of-purchase was 
made clear at a press conference 
held by the newly-elected officers 
of POPAI. It was pointed out that 
Sears, Roebuck & Co., the nation’s 
largest non-food retailer, does ap- 
proximately 80° of its volume in 
just seven of the 50 hours it is open 
for business. At these peak buying 
hours, customers may outnumber 
the sales force by as much as 100 to 
1. To take care of this pressure, 
Sears is turning more and more to 
open-stock fixtures, to displays and 
packaging that are informative and 
permit the majority of customers to 
find what they want without store 
personnel assistance. 

While the store is moving rapidly 
in the direction of more self-service 
design, the average department 
store, according to Fred Lazarus, 
handles 271,000 items. While each of 
these may be able to use p.o.p. dis- 
plays effectively, obviously the re- 
tailer — even the large one — 
cannot afford to think out the prob- 
lems involved in each. This task is, 
therefore, up to the manufacturer, 
who must be prepared, if he is to 
get his share of valuable floor and 
table space, to make available fix- 
tures and display units suitable to 
their surroundings. This they are 
beginning to do. 


> At this year’s show, AR editors 
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found a number of interesting items. 
Not all of them are new, but all are 
worthy of renewed consideration, 
are new in relation to today’s de- 
mands. 


e Expanded Fluff ... A new di- 
mensional display medium was in- 
troduced. Made of a white, plas- 
ticized fiber material, Air-Lite can 
be die-cut, airbrushed, spray- 
painted or surface decorated. Be- 
cause of its light weight, it is useful 
in mobiles and in the construction 


of dimensional displays. 


Martin Lewis Associates 
705 Arch St., Philadelphia 6 


® Controlled Moire . . . Motion is 
introduced in this device without 
the use of any mechanical device. 
Two layers are used, each with a 
pattern of thin lines, which may be 
in different colors. As you walk by 
the device, the illusion of motion is 
created. The exact pattern can be 
controlled, to give the effect of 
stripes, rays, ripples, checkerboard, 
and others. 


Majestic Creations Inc. 
37-03 Woodside Av., 
Woodside 77, N.Y. 


e Perpetual Motion . . . Here is a 
motor that, while not quite per- 
petual, runs interruptedly for three 
to four weeks on two ordinary flash- 
light batteries, carrying a maximum 
load of as much as five pounds. It 
will run vertically as well as hori- 
zontally, and sells for $1.98 and less, 
depending on quantities ordered. 


Hertvy Co. Inc. 
Rego Park 74, N. Y. 


e Balanced Flashers . . . New versa- 
tility in flashing-light circuits is 
available with a brand-new unit, 
just introduced at the show. Where 
you want two bulbs to light al- 
ternately, you can feed them 
through a standard flasher. Hereto- 
fore, however, one of the two bulbs 
had to be of lesser wattage than the 
other. The new unit, for the first 
time, permits the two to be of equal 
wattage and therefore of equal bril- 
liance. 


Kulka Electric Corp. 
633 S. Fulton Av., Mt. Vernon, N.Y. 


@ Thin Motor .. . Only 34” thick, 
this motor can pack flat in shipping, 
and is constructed so it does not 
need special protective wraps. It 
clips easily in position and operates 





NO ONE CAN Match THE Brilliance oF 


~ ULLMAN GRAVURE 
FULL COLOR PLASTIC 


TRANSPARENCIES! 


» Box-maker 
_ supplies 
the 
Shadow 


Box. 


ULLMAN 
mokes 
the 
Transpar- 


encies. 


@ More and more advertisers are using shadow boxes with light 
behind a color transparency. These receive instant dealer 
acceptance for good store positions and they DO tell your 
story dramatically. The best shadow box is only as good as the 
transparency it illuminates. Try UWman Gravure for 
traffic stopping transparencies. 

We reproduce any kind of picture copy on clear plastic, 
print on both sides of the plastic in perfect register so there 
is a dynamic color build-up in front of light—there is 

no printing screen in our process to break up the 
continuous tone picture. If the light fails, the picture is 
colorfully brilliant. A light-refracting surface is built 
right into Ullman Gravure transparencies. This gives the 
lighted picture @ great Iuminosity not apparent in 
other processes. Guaranteed will not fade. 

Will not wrinkle or warp. 

Any size up te 37” x 49”. Economical from 

200 pieces to any quantity. 


Winner of 3 N. ¥. Employing Printers Ass'n Awards. 


Your Promotion Program 
Write tor descriptive literature and 
samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 
A division of The Ullman Company, Inc. ° Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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APEX ae 


See-How S/IGNS make SALES 


New Color-Sound 
Movie by TEXLITE.. for You 


MB AVAILABLE TO YOU AT NO COST. 


MB GIVES YOU A WEALTH OF PROVED POINTERS ON HOW TO 
DISPLAY YOUR SIGNS FOR GREATEST ATTENTION AND RESULTS. 


“SIGN UP NOW” has been planned and produced to 
show ad and sales managers, public relations people 
and chain store executives the growing vital role of 
signs in their total selling approach. Film is of 

prime interest to all concerned with establishing a 
company image or personality through the use 

of signs. Latest design, manufacturing and display 
techniques, explained and demonstrated, will aid 

you in the achievement of your identification objectives. 
It shows how sign ideas come to life in Texlite’s 

160,000 sq. ft. modern plant ..in porcelain enamel, 
plastic or both. 


RESERVE A PRINT FOR YOUR SHOWING NOW 
Film is ideal program material for sales meetings, group 
and organizational get-togethers .. 16mm., full 

color, runs 15 minutes. Select your date and please 
give us alternate dates. We'll do everything in our 
power to meet your first date choice. No cost to you .. 
just return film after showing. 





(PLEASE ATTACH THIS TO YOUR COMPANY LETTERHEAD) 
Roy Barber, Sales Manager 


TEXLITE, INC. e@ 3307 Manor Way e Dallas, Texas 


Yes, we have 


Please send us a print for 


Ist Date 2nd Date 3rd Date 
Name Title 
Company on 
Address 


City 


TEXLITE BUILDERS OF QUALITY SIGNS SINCE 1879 


3307 MANOR WAY e_ DALLAS, TEXAS 


Offices in Principal Cities 


You Get Something 
Extra at API 


Advertisers may combine their total number of insertions in— 


2 


2 


® Advertising Requirements 


® Advertising Age 


people who should see *‘SIGN UP NOW’. 


® Industrial Marketing 
—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 E. Illinois St., Chicago 11, Illinois 
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on a standard 1% volt flashlight 
battery which is held in position by 
an integral spring clip. 

The J. W. Glaser Corp. 

117 Stenley Av., Yonkers, N.Y. 


© Animated Picture This in- 
genious device produces animation 
with very simple means. A trans- 
parency is mounted just behind a 
sheet of translucent, frosted, vac- 
uum-formed plastic. The rear-il- 
lumination bulb is moved by an 
economical motor, which produces 
a continuous motion on the sheet. 
Such motions as the rolling of eyes 
or the pressing of a mattress can be 
developed. 


Tele-rama Inc. 
165 W. 46th St., New York 32 


© Scintillating Color A sign 
utilizing a stock frame and copy 
either silk screened or photogela- 
tine-printed is now available with 
the added feature of scintillating 
light. The front panel, 1034x1512”, 
has 5,000 prisms molded into it. 
Backed with a 15-watt fluorescent 
lamp and a clock-type motor, the 
gentle action furnishes eye-catch- 
ing brilliance. 


Parry Sign Sales 
420 N. Vermont, Los Angeles 4 





Paper Bird 
Timely 


Paper sculpture from 
1269 Atlantic Av 
Brooklyn, makes sprightly unit for Hall- 
mark cards 


Service, 


e Electronic Floor Matting . . . The 
best time for a display to start ani- 
mating is when the prospect is right 
in front of it. You can assure this 
with this switch in the form of a 
floor mat, only 3/16” thick. It can 
turn display lights on, start a tape 
player or projector, and control 
other electrical apparatus. Stand- 
ard size is 19x24’. 


Ford Electronics Inc. 
5427 Wayne Av., Philadelphia 44 


© Shimmering Color ... A new 
principle in the production of fas- 





cinating color in motion is utilized 
by Shimmer-motion, introduced for 
the first time at this show. Adapt- 
able to many types of p.o.p. units, 
this device produces a background 
of many colors, which changes 
subtly as you look at it. 


Dechar Corp. 
75 Roebling St., Brooklyn 11 


@ Shadow Boxes ... Made of 
double-faced corrugated paper, 
these shadow boxes can serve a 
variety of purposes, such as drama- 
tizing product samples, as part of 
pole displays, counter-top use, and 
others. They may be shipped flat or 
set-up, can be given a variety of 
finishes, and can have their own in- 
terior illumination. 


Bemiss-Jason Corp. 
Bay Rd. at Douglas Av., Redwood 
City, Cal. 


Future Reading... 


Visit to POPAI Yields 
Wealth of Literature 


One of the side benefits of visit- 
ing a trade show is the chance to 
pick up product catalogs and serv- 
ice brochures put out by the ex- 
hibitors. Long after the trade show 
itself is over, these mailing pieces 
can yield a wealth of knowledge 
that may have been overlooked or 
forgotten during the trade show 
bustle. 

The recent POPAI show in New 
York was no exception in supply- 
ing literature for future reference. 
Among the new or more interest- 
ing reading available from exhibi- 
tors are the following: 


® Industrial Design . . . Practical 
design applications for displays, 
products and packages are _ illus- 
trated in a brochure from Rey- 
nolds Guyer, Agency of Industrial 
Design, St. Paul. 


. for more details circle 609, page 113 


® Point-Of-Purchase Story... An 
illustrated brochure from Austin & 
Austin, New York, shows a wide 
variety of point-of-purchase dis- 
plays developed for nationally- 
known companies. 


. for more details circle 610, page 113 


e KCS Silent Salesmen ... Ex- 
amples of counter signs, merchan- 
disers, p-o-p displays and plaques 


You'll get more signs up . . . because you'll enjoy all 


the advantages of simplified Pressure Sensitive Appli- 


cation .. . PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
tar more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 


about Pressure Sensitive Decal Signs... write! 


are shown in a folder from Kirby- ei le7 ae 
Cogeshall-Steinau Co., Milwaukee. : 
. for more details circle 611, page 113 a \um nll. 


2 a oe , : ee" We ~— the M EY E R COR D co. 
eee eee eee See Seer \ CY Dept. V-207_  §323 West Lake Street, Chicago 44, Illinois 
thing from design-planning to the ¥ : 


final shipping is outlined in an 
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illustrated brochure from Indiana 
Wire Specialty Co., Indianapolis. 
- for more details circle 612, page 113 


@ Display Possibilities ... An illus- 
trated brochure showing a variety 
of display applications for selling 
or advertising problems is avail- 
able from Snyder & Black, White 
Plains, N.Y. 


- for more details circle 613, page 113 


@ Display Material . . 
patterns available in 
roll display materials are illus- 
trated by The Reyburn Mfg. Co., 


Royersford, Pa. 


. a variety of 
continuous- 


- for more details circle 614, page 113 


® Cadillac Merchandisers ... Prod- 
uct display racks of wire, metal, 
tubing etc., are illustrated in a fold- 
er from Cadillac Wire Corp., 
Yonkers, N.Y. 


. for more details circle 615, page 113 


@ Melrose Merchandisers ... A line 
of metal product racks are illus- 
trated in a folder from Melrose 


Wire Products Inc., Passaic, N.J. 


. for more details circle 616, page 113 


© For Manufacturers Only ...A 
program designed to aid manufac- 
turers increase retail sales through 
proper product 
explained in a 


merchandising is 


booklet from Wil- 
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change... 


liam Melish Harris’ Associates, 
Greenwich, Conn. The  plastic- 
bound booklet also shows a variety 
of self-service merchandisers de- 
veloped by the company. 

. for more details circle 617, page 113 


@ Displays and Merchandisers 
a variety of unusual display pieces 
and self-selection merchandisers is 
shown in a dramatically-designed, 
color folder from Arrow Display 
Associates, Philadelphia. 

. for more details circle 618, page 113 


© Ullman Transparencies . . . Sam- 
ples and details of full-color plastic 
transparencies are available in a 
folder from Ullman Gravure Inc., 
Brooklyn. 


- for more details circle 619, page 113 


Vacuum-Forming Molds 
Permit Mass-Production 


Assembly-line production of 3-D, 
vacuum-formed displays is a prac- 
tical possibility with the adoption of 
epoxy resin compound molds by the 
vacuum-forming industry. 

Supplied by Smooth-On Mfg. Co., 
the epoxy resin molds offer two dis- 
tinct advantages: 

e They are 


stable 


dimensionally 
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Our creative staff goes beyond 
modernizing the over-all appear- 
ance of your outdoor metal 
signs. Improved engineering 
techniques in fabrication and 
materials are utilized to make 
your displays more durable and 
functional. 


RESULT: Better eye-ap- 
peal, longer sign life, and 
lower cost per year of 
service. 


There are Stout Representatives 
in most principal cities of U.S.A. 
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\change, too! 


AT STOUT... 

MODERN CREATIVE DESIGN 
AND ENGINEERING 

KEEP PACE WITH 

THESE CHANGES... 
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6425 West Florissant Ave., St. Lowis 20, Mo 
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Vacuum-Forming News 3-D, color 
displays such as one above can now be 
mass-produced due to epoxy resin com- 


pounds from Smooth-On Mfg. Co 


after hardening, thus enabling long 
production runs. 


e They can be cast quickly and 
easily within the plant, thus freeing 
the vacuum-formers from 
on outside sources. 


relying 


Produced by Chanal Plastics Inc., 
the first examples using this new 
technique include realistic grapes 
and a snifter glass for Mouquin, and 
an illuminated display with a re- 
volving heat motor that gives the 
effect of toothpaste being squeezed 
onto a brush for Stripe. 

Details on the epoxy resin molds 
are available from Smooth-On Mfg. 
Co., Jersey City, N. J. 44 


Decalco Introduces Line 
Of Weatherproof Decals 


A new line of weatherproof de- 
cals made of vinyl film has been 
introduced by the Ralco Decalco 
Co., Boston. 

Called the “Fascal” line, the new 
decals are self-adhesive and re- 
sistant to oils, many solvents and 
acids as well as severe weather 
conditions. The items won’t wrinkle, 
buckle or delaminate from  ex- 
posure to rain, snow, etc. In addi- 
tion, they can be washed clean 
without damage and won't stain 
easily because of the smooth plas- 
tic surface. 

A variety of designs are available 
in a choice of white or yellow back- 
grounds with red borders and black 
printing. 

Prices and 


able. 


- for more details circle 620, page 113 


literature are avail- 








Both 


nameplates 


are 


permanent 


One is screwed on. 

The other is Fasson. 

Fasson self-adhesive “solid” aluminum foil is made 
for nameplates. 

Costs less to produce, less to install. 

Permanently embossable ... beautifully printable. 

See how much you can save—and gain—with Fasson. 
Write for samples and information. 


Fasson Products 


Dept. Aé * 250 Chester Street * ELmwood 2-4444 
Painesville, Ohio 
an Avery company 
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using the clock signs range from 
banks and gas companies to auto- 
mobile manufacturers. 
The folders are available. 
. for more details circle 633, page 113 
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=" : Parker Adds Double ‘P’ 
To Arrow For New Symbol 


The addition of a double “P” to 
its well-known arrow has_ been 
adopted by the Parker Pen Co. as 

s its new corporate symbol. 
Traveling Thomases Do Double Duty . . . 40-truck fleet of long-distance tractor trail- Consisting of two capital P’s back 
ers become roving spectaculars with addition of interchangeable, 15x4’, outdoor ad- to back with the arrow serving as 
vertising signs in full color. Trucks play dual role of salesmen and freight carriers to the vertical shaft, the new symbol 
identify the Thomas Industry products to the ‘‘man-on-the-street.’’ is scheduled for appearance on all 
company advertising, signs, letter- 
heads, packaging, etc., as well as 
Looking for an Folders Show Uses on the company’s products. 
Outdoor Location? Of Outdoor Clocks The symbol was developed by 
he f a Design Dynamics Inc., Chicago, 
There are four basic criteria for ; : ‘ . a i ai ee aa 
: . In regards to time, “don’t kill it after over six months of research 
an outdoor location, according to hiliees aitiemaiiie a Oh be die on other company identification 
Marvin Corwin, Doyle Dane Bern- ... take advantage of it,” says Na- oon ° 44 
ey . tional Time & Signal Corp., De- programs. 
@ The display must have a long troit, and illustrates its slogan with 
approach, not less than 1,000. a series of folders showing applica- 
@ There should be no conflicting tions of outdoor clock signs. 


displays. The illustrations in the folders 
There should be no major ob- 


Engi. 


show that successful applications of 
the giant clocks can be as ingenious 
and as traffic-stopping as the user’s 
imagination. Types of businesses 


structions. 
The location must be in a major 
traffic area. 


The Smiling Seal 


New Parker Symbol . . . Keeping the 
cleans dealer shelves, too 


tried while adding the new is seen in 
A low-cost, battery-operated Hanks- ih - newly adopted corporate symbol for 
craft motor provides the power for = : Parker Pen Co. Symbol uses well-known 
the attention-getting display Seal to | ae \ arrow to form the vertical shaft of two 
pivot at the waist—showing shoppers ™~ , / capital P’s back to back. 

just how Glasswax “‘cleans a window 

a minute.” The Seal “works” for weeks 

- on ordinary flashlight batteries! 


Tork Skips to Rescue of 


Name Your Texas Beer Advertisers 


Display Problem! 


Want to know the st / ogg an | Everything's bigger in Texas—in- 


best way to animate cluding the laws! 
your display? Just let 


iecaiinanaie acaknene / p= : io a» | For instance, while many states 
an Ss ai c ¥ 7S j é ~ 

the motion for you! \ ; prohibit the sale of beer on Sun- 
Send us a cutout . days, in Texas, pardner, the brew- 
dummy and rough a ese ‘ ; 

sketch. We'll equip it : Produced by Process Displays, Minneapolis, Minn eries can’t even advertise on the 


with the most efficient Sabbath! 


moter ser your use . e LET HANKSCRAFT HELP YOU! This might not mean much to the 
? y ' ‘ z 

and return it withour ; ; Send today for your FREE Hankscraft bro- hear stenting 1 eatiaeil 2 
price quotations. No dhuse = + Aerebes oll basic waddle oad eer advertiser interested on y in 


obligation, of course their special applications plus information newspaper or radio advertising, but 
on Hankscraft’s free engineering service. what about the distraught owner 

of a lighted outdoor bulletin? 
THE HANKSCRAPFT CO., vept. ar-6, Reedsburg, Wis. Does he spend his weekends rac- 
Sales Offices in these principal cities: CHICAGO © PHILADELPHIA © MINNEAPOLIS ing from one outdoor location to 
NEW YORK © DALLAS * TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Co.) another turning the lights off Sat- 
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omens 


s Papers 


WITH TOUGH SHIELD OF CLEAR PLASTIC 





HUNDREDS OF USES 


IN EVERY OFFICE 





PROTECT valuable papers. 
Wills, contracts, deeds can't 
be altered, can't be damaged 
by handling, by ink or mois- 
ture, when you have laminated 
them with the APECO PLY-ON. 


PRESERVE much-used papers 
such as cost tables, sales pre- 
sentations. Blueprints stay 
crisp, fresh and readable, 
never get ‘‘dog-eared” or 
show evidence of handling. 


BEAUTIFY —colors snap into 
life with deep, rich beauty, 
making catalogs, photos and 
color prints more attractive, 
adding years of useful life. 





Sales presentations, clippings, Sembee -AMINATOR 


catalog pages, photographs 
—everything made of paper 
looks better, lasts longer. 


laminates anything right in your own office for pennies! 


A giant step forward in office methods! Now you can seal all important business papers 


Makes documents 
tamper proof! Any 
attempted alter- 





ation of Ply-On in thin, tough, transparent film of DuPont Mylar* with the new Apeco Ply-On 
laminated paper Laminator. This pliable plastic surface makes all documents tamper-proof. . . pro- 
mars the clear, tects all papers from becoming dog-eared through constant handling . . . adds beauty 
bright finish. and brilliance to drawings, photographs... gives prestige and impact to material 


your customers and prospects receive. And does all this for mere pennies a day! 


*Mylar is DuPont's registered trademark for its brand of polyester film 


mF -_ OU; OUT! UD 


Shrugs off water, 
ink, stains ! Rugged 
Ply-On coating re- 
sists most liquids 
and solvents—is 






; : AMERICAN PHOTOCOPY EQUIPMENT COMPANY AR-66 34 
impervious to } 
moisture. i 2100 W. Dempster St., Evanston, Ill. 4 
Please rush me, without obligation, your new information kit on the revolutionary Apeco Ply-On 
Office Laminator and actual samples of laminated material. I'm interested in what lamination 


can do to preserve, protect and beautify my business papers 


NAME 


MAIL THIS POSTAGE peome a 
PAID AIR MAIL CARD | sooaess \ 
FOR YOUR | CITY ZONE STATE 


I'm interested in laminating the following material (Send sample, if desired. We'll laminate and return to you 













IN CANADA: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto 14, Ont 
IN MEXICO: Apeco de Mexico, S.A., Ignacio Esteva #7, Esq. Jose Moran, Mexico 18, D.F., Mexico 
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PRINTED INU SA 


7) 
JUST 7 SHORT SECONDS 
DOES IT! 






























PROTECTS + PRESERVES + BEAUTIFIES 


Reports This new desk-top machine clads either or both sides 
Records of business papers with pliable sheets of clear DuPont 
Legal Documents M ylar—in seconds. Compact, clean and requiring no 
Saeciaes special skill or training, the Apeco Ply-On laminates 
Catalogs business papers up to 11-inches wide and any length 
Slew Mide from a file card to an insurance policy — protecting 
Presentations and preserving them forever from moisture, stains, 
Photographs smudges and alteration. 





1. Press a button 


Send for this fact-filled information kit and actual samples 2. Feed 
It shows, in detail, the many applications for Apeco Ply-On 3. Remove 
lamination. Contains actual samples of lamination. It explains laminated 


how you can use this new machine profitably in your business. 


copy 


AMERICAN PHOTOCOPY EQUIPMENT COMPANY ccm 
sa 2100 W. Dempster St., Evanston, Ill. 


a wf in Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto 14, Ont 
In Mexico: Apeco de Mexico,S.A.,lgnacioEsteva #7, Esq. Jose Moran, Mexico! 8,D.F.,Mexico 


/ f f / 


a 


Portable 


—needs no more desk 
space than a type- 
writer! Occupying 
ig only 10% x 15-inches 


/ ' of _— 8 ron eae 
FIRST CLASS f weighing less than 
Permit No. 226 / 30 pounds, the A 


Ply-On is the first 
laminator designed 
for office use! 


Evanston, III 





Via Air Mail 









BUSINESS REPLY CARD 


No postage stamp necessary if mailed in the United States 










6¢ postage will be paid by— 


Fi : 
Henn Mieatiintiidinen ind out more about the amazing 


AMERICAN PHOTOCOPY EQUIPMENT CO. 


2100 W. Dempster Street 
Evanston, Illinois 


f f £ 


Apeco Ply-On Office Laminator. 


4 Send in this convenient reply card 


without delay! 


















urday midnight only to make a 
hurried and harried return trip on 
Sunday midnight to get them on 
again? 











> Tears watered the beer down 
Texas way with this Sabbath law 
and with legal reason. Aside from 
the cost involved . . . what if one 
of the little men—hired especially 
for weekend runs—failed to reach 
a sign before sundown? There, in 
the pale rays of early Sunday 


moonlight and the bright lights of HOLLYWOOD 

the now illegal beer ad, would | 

stand a Texas Ranger, upholding | - 

the Lone Star laws by means of an | Logo Display 

ominous summons for the tardy ad- ! - 

vertiser. DRAPES Secwaeet 
» a at 















































Perfect for 


EXHIBITS * CONVENTIONS * FAIRS 
* STORE BACKDROPS & VALANCES 
* SALES MEETINGS * SHOWROOMS 
* WINDOW DISPLAYS °* TABLE 









Things looked bad for the Texas DISPLAY COVERS * DISPLAY ROOM 
beer men until Cyril J. White heard pel “uae P 
of their plight. Now, while the 


Texans wince at the thought of Here is the magnificent, 
his company’s location (way up memorable, modern way to 
north in Mount Vernon, N.Y.) they achieve name display. Holly- 
make reverent toasts to his abilities. wood Logo Display Drapes use 

For Mr. White, president of Tork your name or trademark to 
Time Controls Inc., took one of his provide a complete, flexible, 
automatic Astronomic Dial switches, colorful background that is 
added a little control called a easy to ship, shape, hang and 
“Skip-A-Day” wheel and skipped drape. Flameproof and dry 
down to Texas with it. 


cleanable. 
Now, all the Texas signs go off 
on Saturday midnight right on le- Your First Low Cost Is Your Only 
gal schedule while Texas beer Expenditure. Saves Big Money Be- 
° ' 
vendors sleep peacefully on with cause Vou Do It Vourself! 
unfurrowed brows in salute to the Send for FREE sketch of your trade- 
North and one ingenious Yankee. mark or trade name in fabric de- 
44 sign. Also free colorful idea booklet 


on logo drape display. 


take My 


rake’ 


4 


HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 
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Prize Winner . . . Gibraltar Corrugated 









PLASTIC + METAL+ NEON 
ILLUMINATED SIGNS 
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SOW. company, ine. 
“Serving The Nation’s Leading Advertisers 
Py 2901 Tonnelle Ave., No. Bergen, N. J. 
LOngacre 5-2345 @ Union 7-5052 
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Paper Co. & Spurgeon Tucker combined 
to produce this award winner in the 8th | 
Estimates, designs, consultation no obligation 


Lithographic National Awards. See page | 
80 for more winner 
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PROVED Te 
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SIGNS 


FADE-PROOF 
WATERPROOF—EXTRA WHITE 


NO HARMFUL SHRINKAGE 


















TRUCK SIGNS, BUMPER STRIPS. 
TAXICAB DECORATIONS 





APPROVED 


by Advertisers and Dealers 
for Long-Lasting 


OUTDOOR DISPLAYS 





PROOUCT NAMEPLATES, AUTOMOBILE 
EMBLEMS, INSTRUCTION LABELS 


GAS PUMP STICKERS, WALL POSTERS, 
OCEALER SIGNS 





VINYL-STIK 


VINYL PLASTIC 


Get these VINYL-STIK “EXTRAS” Yes the MODERN MATERIAL 


on all your OUTDOOR DISPLAYS for outdoor signs—combining the peel-and-press 
convenience of Kleen-Stik with the rugged durability 
* IMPERVIOUS to water, sun, heat, 


of vinyl plastic! Made of tough, flexible Firestone 


most oils, grease, salt, acids “Velon’’, backed with extra-strong Kleen-Stik 
* EXTRA-WHITE for sharp visibility adhesive that sticks tighter and longer on practically 
* ECONOMICAL and easy to print any surface. When your merchandising plans call 


; rr f ' 
«NO SHRINKAGE or expansion on K for outdoor signs, call for Kleen-Stik VINYL-STIK! 


location c 
ZAmRLEEN-STIiK 
PRODUCTS, INC. 
KLEEN-STIK will be glad to send samples, ideas and com- Pioneers in Pressure-Sensitives for Advertising and Labeling 
plete information on VINYL-STIK direct to you—or to your 7300 WEST WILSON AVE. @ CHICAGO 31, ILLINOIS 
Printer, Lithographer, or Silk Screen Printer. WRITE TODAY! Plants in Chicago, Newark, Los Angeles, and Toronto, Canada, 


ya ap * June 1958 





Traveling Showroom 


The trailer is completely fitted for 
sales presentations, with built-in projection room for movies, 


pce. 


slides and filmstrips. The truck carries power and air-condi- 
tioning equipment, making the unit completely self-sufficient. 


How to Put Sell on Wheels 


Scott 


Paper Co. learned 


that its mobile sales room 
e fti- 


ciency of its salesmen and 


has increased _ the 


opened new outlets for its 


products. 


By J. George Breitling 

Sales Manager 

Industrial Packaged Products Div 
Scott Paper Co 

Chester, Pa 


Candidates for national political 
office frequently hop-scotch across 
the country in special railroad cars 
or planes during campaigns to en- 
list the support of voters. 

By bringing their messages di- 
rectly to the people in reality, 
their customers candidates hope 
to earn the respect of American 
citizenry. 

The “sell-on-wheels” campaign is 
dramatic and mass appealing. This 
is especially true in industrial sales, 
when it is possible to offer prospects 
a temporary change of pace from 
their normal surroundings. Ideas 
take on new shape and meaning 
when not shackled to convention. 


> At a Scott Distributor Manage- 


ment Seminar a few months ago, 
John K. Pollitt, secretary-treasurer 
of Ribbon and Ticker Paper Co., a 
distributor of Scott products in Pat- 
erson, N. J., suggested we hatch 
our own “sell-on-wheels” campaign. 


He recommended a special type of 


vehicle that could be transported 
from place to place to provide an 
atmosphere for sales discussions 
most conducive to the sale of Scott 
industrial paper products towels 
and disposable wipers. The idea had 
the immediate glow of recognition 
from the executive group as an im- 
portant sales tool for placing great- 
er support behind Scott's distribu- 
tor organization. 

Envisioning this traveling exhibit 
as a salesman’s dream-come-true, 
the unit would eliminate the task of 
hauling projectors, display litera- 
ture, wall maps, and sample cases 
into a prospect’s plant. It also would 
end the confusion of shuffling from 
one office to another telling the 
sales story over and over again to 
various buying and _ specifying 
groups in a plant. All of the sales 
aids would be at the salesman’s 
disposal in one central location 
where an entire buying group could 
assemble at one time. 

Certainly, this would be the way 
to give distributor salesmen better 
control of a sales presentation 
put him on his home grounds, so to 


speak, where he could engage in a 
fresh, frank, and direct sales dis- 
cussion. No embarrassment 
would be suffered because some- 
thing happened to be missing from 
a product demonstration or applica- 
tion. 


more 


The only questions we had were: 
1. How long would it take to make 
the unit? 2. What are we waiting 
for? 


> Plans quickly were shaped and 
within a few months, the Scott Mo- 
bile Selling Unit became a reality, a 
unique traveling exhibit and the 
first of its kind in the sanitary paper 
field. 

The unit’s design meets every ex- 
pectation in providing the atmos- 
phere and facilities for effective 
sales presentations on Scott's new 
UHA (Ultra High Absorbency) 
Towel for washrooms, and Scott 
Wipers for industrial wiping. 

Physically, the unit consists of a 
trailer, 8’ wide and 20’ long, and a 
General Motors package-delivery 
type power truck. The unit is vir- 
tually self-contained. Generators 
provide electric power for lights, 
projectors, air-conditioning, and a 
small refrigerator. A built-in water 
supply and disposal system also are 
included. 

The Mobile Selling Unit is fur- 


nished to seat comfortably a total of 


Shows & Exhibits @ 59 





ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


motion tu 
"Evectrically, ¢ 
ntable 
of tur ec 


*% Compare price 
% Look for Underwriters tabel 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


Buchanan, N. Y PEekskill 9-1406 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 
will sell your prod- 
uct using twelve 
39mm or 2” x 2” 
square transparen- 
cies on a 156 sq. in. picture screen, 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. Y 

for illustrated brochure 
and prices 


DRAWS CONVENTION 
CROWDS... 

PEPS UP POINT 

OF SALE... 
STIMULATES SALES 
MEETINGS 


TEL-A-STORY, INC. 
ve Me bie ee 


Your Audio-Visual Checklist 

17 What's New 

(7 in A-V Equipment 

@ A listing of models 

{# introduced during 

{# the last year, with 

{# prices and specifications. 


In Next Month's AR 
o0 - ap * June 1958 


Unit's Interior 
Projectors are in 
booth behind rear 

walls. Sinks on 
right are used to 
demonstrate ‘‘wet 

strength.’ 


seven persons. These generally in- 
clude a Scott representative, a dis- 
tributor sales representative, and 
five representatives of a prospect 
company. It is equipped with motion 
picture and slide projectors, Scott 
paper towel dispensers and prod- 
ucts, and a colorful wall map of the 
United States which outlines Scott’s 
nationwide manufacturing facilities. 
A coordinated panel exhibit of all 
Scott products is illuminated along 
one side of the interior making ef- 
fective use of the display area. 

Panels on both exterior sides of 
the unit provide space for insertion 
of the appropriate Scott distribu- 
tor’s name when the unit is being 
used in his territory. 

Among the equipment carried are 
a Bell & Howell 16mm projector, a 
Selectro-slide Sr. automatic slide 
projector, a DuKane Micromatic 
Filmstrip projector and a Robotape 
unit. The design of the entire unit 
was a cooperative effort involving 
many people, but the major share 
of the credit belongs to Scott’s ad- 
vertising department. The unit was 
outfitted and built by Gardner, 
Robinson, Stierheim & Weis, Pitts- 
burgh. 


> A complete set of product promo- 
tional literature and materials is 
available for distribution in the 
unit. Current consumer and indus- 
trial advertising display sheets are 
exhibited to full advantage in the 
illuminated panels. The contingent 
effect of all these materials helps to 
“condition” the visitors properly - 
to set the stage before the main 
presentation begins. 

Scripts for slide presentations on 
the two lines of paper products 
towels and wipers are available 
in the unit. They are tailored with a 
great degree of flexibility to allow 
the sales representative in a par- 
ticular district to adapt the material 
to his specific situation. The amount 
of time to make a sales presentation 
can be varied at will. 

An automatic slide projector is 


utilized with a slide and script pres- 
entation on the UHA Towel. A 
unique demonstration table with 
running water is available for dem- 
onstrating wet strength properties 
of the paper towels. A slide and 
script format is also used in the 
Scott Wiper presentation and suit- 
able receptacles with solvents and 
oils are available for effectively 
demonstrating the wipers. 


> Two basic methods for using the 
Mobile Selling Unit in the field have 


been determined: 


1. On an appointment schedule 
made by Scott distributors, the unit 
is transported to the location of 
prospects. 


2. The unit is headquartered at a 
distributor’s office or warehouse 
and prospective customers are 
brought in for the presentation. 


> To gain maximum utility from 
the unit, the first course seems to 
offer the greatest potential. When 
used at a plant location, major buy- 
ing personnel are attracted to the 
unit because it offers more con- 
venience to them—away from tele- 
phones, secretaries, and the piles of 
correspondence which face all busi- 
nessmen. Free from _ interruptions, 
these people can devote their entire 
attention to what they see and hear 
about the products, and then can 
return to their offices quickly. 

During the next two years, we 
anticipate the Scott Mobile Selling 
Unit will be displayed to industrial 
buyers, purchasing agents, and plant 
operating personnel in all of the 48 
states. Launched officially in March 
at Paterson, N. J., the unit is tour- 
ing the New England and Atlantic 
Coast states. A cross-country trek 
is then planned so that virtually 
every Scott distributor in the 
United States can plan his own spe- 
cial sales program around the mo- 
bile unit. 

A full-time driver, James R. Wil- 





WHAT'S Youn SIGN PROBLEM? 


INSTALLATION COST? WEIGHT? 
PROPER ILLUMINATION? 


DEALER SATISFACTION ? 


MAINTENANCE COST? FLEXIBILITY? 
EXACTING TRADEMARK REPRODUCTION? 


MAXIMUM DAY & NIGHT VISIBILITY? 


s : 
EOI 
BvOCET parvezies WHEEL | 


ay . MUFFLERS TERMS ALIGNING * 


FLEXIBILITY 


“Mounting these signs is just like play- 
ing with blocks. We use them singly or 
in combinations for maximum visibility 
and identification on many types of 
dealer buildings.” 


—J.D. Hershey, Public Relations Director 
Dayton Rubber Company 


illuminated plastic 
signs of success 


Kmoxwville,Tenmessee 
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son Jr., is assigned to the unit. He 
is responsible for having the travel- 
ing exhibit at the place designated 
by Scott distributor salesmen and 
to assist in operating the 
ment if called upon 


equlp- 


> While it is premature to measure 
the success of the Mobile Selling 
Unit, initial enthusiasm among Scott 
distributors seems to justify the am- 
bitious two-year itinerary that has 
been mapped out. 

We recognized at the outset that 
getting the key people together from 
any particular prospect for a sales 
presentation in the Mobile Selling 
Unit would be one of our toughest 
jobs. This has always been true in 
sales, regardless of the effectiveness 
On one 
of the first calls made with the unit, 
however, a district manager and the 
distributor salesman with him were 
surprised to find twenty-five people 
waiting to visit the unit. Since the 
trailer accommodates a maximum of 
people — in 


of any particular sales tool 


seven executive-type 
swivel chairs, it was necessary on 
this call to rotate the group through. 
What had started out to be a one- 
hour sales call, carried through the 
entire afternoon and well passed the 
normal five o'clock quitting time. 
This call resulted in an installation 
of the new Scott UHA towels. 


On another call for the purpose 
of selling Scott Wipers, the unit 
proved successful in gathering four 
of the key people who had to con- 
tribute toward the decision to buy 
this new product. During the show- 
ing of our film on Scott Wipers en- 
titled, “In These Hands,” one of 
the production people commented 
on two or three occasions during 
the film of the similarity between 
operations shown in the film where 
the wiper was in use and those in 
his own plant. At the outset of this 
meeting, this same gentleman had 
indicated that, while our new paper 
Scott Wipers might be fine for many 
plants, he had a peculiar situation 
in his operations that 
cloth. 


demanded 


> We, at Scott, believe we have put 
out “sell” on wheels in a _ rather 
unique manner. We are providing 
the means for our distributor sales- 
men to deliver to prospects con- 
vincing evidence of the economies 
and utility of our products. a4 


Midgets That Sell Well 
Detailed by Displayers 
“Never underestimate the power 
of a successful small exhibit,” says 
Displayers Inc., in a new folder, and 


proves its statement with illustra- 
tions of small but successful ex- 
hibits designed for well-known 
companies. 

Each of the six exhibits illustrated 
in the folder show the unit as it 
appeared in use, and copy clearly 
describes the exhibit function nec- 
essary in the particular case and 
how it was accomplished. 

The back page of the folder de- 
tails three basic points with which 
to check the worth of any small ex- 
hibit after it is completed. 


. for more details circle 601, page 113 


Booklet Outlines Plan 
For Exhibiting Service 


A complete service package for 
show management is detailed in a 
brochure from Manncraft 
tors Service Inc. 

Facilities offered in the package 
deal include advance show plan- 
ning, booth installations, furniture, 
displays, over-all hall decorations, 
round-the-clock service desks, in- 
formation and registration booths, 
exhibitors lounges, public address 
systems, messengers, guards, secre- 
tarial services, wiring, plus photo- 
graphs, models, flowers, etc. 

Photographs of most of the serv- 
ices are included in the brochure. 


Exhibi- 


- for more details circle 602, page 113 


Save time, money! Ship your displays 


LEFT: Bowser’s Paul E. Ganz 
and North American's presi- 
dent, James D. Edgett, discuss 
padded protection, which as- 
sured safe arrival at each 
point of more than 1,000 
products displayed in the Fort 
Wayne firm's $3 million 
road show 


RIGHT: On display—a section 
of Bowserama exhibit which 
toured the nation via North 
American Van Lines. 


anne cnet ACO ARC CEO AIR AOR Ae NCTC TC AT EEE 


North¥American . 
VAN—LINES, _ Ine. 


“America on the Go’ 
Hear {/ex Drever’s 
Salutes to Industry 
Every Sunday Evening, 
6:05 P.M. (EST) NBC-Monitor 


DOOR-TO-DOOR DELIVERY...UNCRATED...HIGH-VALUE PRODUCTS... EXHIBIT DISPLAYS... 
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Don’t Lose 'Em... 


Effective Follow-Ups 
Add Power to Exhibits 


“After the show is over” and the 
exhibit packed away — what then? 
If you’re reduced to hunting up 
stray cards left at the booth or de- 
ciphering scribbled notes on scrap 
paper to follow up booth talks you’re 
losing much of the value to be 
gained by participating in a trade 
show. 

Yet, how to get booth visitors 
properly recorded as to pertinent 
data during the confusion of a trade 
show is a puzzling problem con- 
fronting most exhibitors. 

Following are descriptions of how 
two exhibitors solved this problem. 


UARCO 
Register 


A simple but effi- 
cient office regis- 
ter enabled The 
Globe Co. exhibit to increase the 
power of its trade show appearances 
by prompt follow-ups. 

Devised by UARCO Inc., the 
register is similar to the one many 
retailers use to record sales trans- 
actions. By asking the visitor to 
write his name, company, and ad- 
dress and to check the literature he 
wants on the register form, the 


company immediately has _ four 
copies of customer information. The 
first copy is an address label and 
the other three are for requested 
mailings and prospect information 
for the district manager and the 
distributor. 


Bank Vault 
Deposit Slips 


A “bank of ideas” 
theme used by the 
Robert Kayton As- 
sociates at the recent POPAI show 
in New York not only assured unin- 
terrupted viewer concentration but 
guaranteed that each viewer was 
properly registered. 

Designed with the back half of the 
booth resembling a bank vault, the 
Kayton booth allowed visitors to 
enter the vault after he had filled 
out a “bank deposit slip” giving his 
name, address, etc., and had also 
checked the type of display he was 
most interested in. 

Curiosity as to what happened to 
the registered viewer after the bank 
vault door had clanged behind him 
kept viewers crowding to register 
on one of the bank forms. 

Once in the booth, with the door 
shut, the viewer had a few moments 
of quiet to see the latest Kayton 
display ideas. When he left bells 
clanged, and red lights flashed as 
the vault door opened up. 44 


Delta Catalog Details 
Variety of Plastics 


A 1958 catalog of plastic materials 
currently available has been re- 
leased by Delta Products Division 
of Air Accessories Inc. 

The 144-page catalog gives cur- 
rent specifications and prices on 
most plastics in production today 
including sheets, rods, film, tubing, 
specialized materials, etc. 

In addition to quick pricing in- 
formation, the specifics enable the 
catalog reader to quickly check on 
the suitability of a particular ma- 
terial for a specific use. 

Copies are available. 


- for more details circle 603, page 113 
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Ae 
| can’t understand why sales are 
so poor. 


via North American Van— 


PICLENS EL: 


DOUBLE-CHECK THESE ADVANTAGES: 


Phone Your North American Van Lines Agent Now. 
He’s listed in the Yellow Pages under ‘‘Movers.”’ Or 
send coupon below for details of Exhibit Display 
Moving, other North American specialized industrial 
services, and ‘““Wife-Approved”’ moves for transferred 
personnel. North American Van Lines, Inc., World 
Headquarters, Fort Wayne, Ind. North American 
Van Lines Canada, Ltd., Toronto. 


Clip thin Coupon | 


WS Eliminates costly crating and uncrating. 
VS On-time delivery; fastest service anywhere. 
XS Liberal pads, covers—100% protection. 
WA Door-to-door service; no delay. 

UA Frees your personnel for customer contacts. 


VS One exhibit or 100; no schedule too tough! 


North American Van Lines, Inc. 


RR World Headquarters, Dept. AR-68 Ft. Wayne 1, Ind. 


4th Int'l Automation Exposition 


ee 5 : Without obligation send report on Impact-O-Graph tests and these booklets 
and EAC “Show for Shows 


© Exhibit Displays 
© Transferred Personnel 


High-Value Products 
See us at Booth No. 731, 


I. A. Exposition, and 
Booth No. 2 at EAC Show 


International Fairs 
Name 
Company 


Address 


-RELOCATED OFFICES AND LABORATORIES City ii State 
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Mechanical Salesman While the sales talk is played from 


magnetic tape, the mechanical man points out in rigid, 


4 Robot Sells 


mechanized gestures, the sales points. His stiffness and pre- 
cision fascinate passersby who stop to look—and listen! 


Appliances 


Union Electric Company, St. 
Louis, has successfully 
used a ‘‘mechanical man’’ 
to draw audiences to its 
booth at home shows. 


By Mildred Weiler 


About 90°) of the 50,000 per- 
sons who attended the Bildor’s 
Home Show in St. Louis in Feb- 


ruary, watched Electro, the Me- 
chanical Man, demonstrate  elec- 
trical appliances for Union Elec- 


tric Co. of St. Louis. 

Sales talks for electric built-in 
ranges, freezers, ice 
cube makers, hot food 
built-in washers and dryers, sur- 
face cooking units, garbage dis- 
posals, dishwashers and_ water 
heaters, taped in advance. 
Each talk was played back during 
the show and the Mechanical Man 
pantomimed and demonstrated dur- 
ing the play-backs, moving from 
one to the other of the four UE 
booths. 

Each playback lasted from 5 to 
6 minutes, and the Mechanical Man 
gave one every 15 minutes from 2 
to 10 p.m. each day throughout the 
show. 

He did not recommend any 
specific electrical appliance, nor did 
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refrigerators, 
servers, 


were 


he give prices. The playbacks told 
the advantages of each appliance 
while the Mechanical Man pointed 
out features of the item at the par- 
ticular booth. 


> The mechanical man, who is na- 
tionally famous Harry Rose, was 
first used by Union Electric Co. 
at the Bildors Home Show in 1954. 
Because of the mechanical man, 
the Union Electric Co. booths drew 
more attention than the much pub- 
licized appearance of Mrs. America 
at another attraction. 

Since then, the Union Electric Co. 
has used Harry Rose as the me- 
chanical man each year. On two 
occasions he was chosen the show's 
outstanding attraction. A third time 
he shared the honor. This year the 
Union Electric display received the 
President’s Award. 


> Harry Rose, who has been mak- 
ing his living as a mechanical man 
for 28 years, dresses as a toy soldiei 
and goes through the mechanical 
motions of a robot. He claims that 
no one has ever made him smile 
or do anything else during his act 
that might indicate he was any- 
thing but a robot. 

Union Electric officials said vis- 
itors to the UE booths gathered 
to debate how the so-called robot's 
voice is controlled. Since the play- 
backs are hidden at a distance from 
the mechanical man the _ illusion 
of the robot is all the more in- 


tensified. Others disagree as_ to 
whether he is real or mechanical. 

During the show the mechanical 
man gave out 10,000 lollipops made 
in the form of Reddy Kilowatt, the 
UE trademark. 44 





Pleased . . or Proud? Harry Rose, 
the mechanical man, assumes an ap- 
propriate expression as his boss, Dudley 
Sanford, Union Electric’s vice-president, 
receives the award for the best exhibit 
from John B. Herdlein, president, Home 


Builders Assn. of Greater St. Louis 
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Public Relations Firm . 


“PR at work’ is a 
four-page newsletter, simply written, practical. fit a 


Advertising Agency . . 
#10 envelope. It is 


How to Sell Creativity 


Contrary to the worldly-wise dic- 
tum, don’t sell it—give it away! 

That’s the philosophy behind a 
public relations program that’s win- 
ning friends—and business—for a 
public relations company with a 
tricky name. 

The company is Attitude Engi- 
neering Inc., Chicago, and the name 
is the result of a series of brain- 
storming sessions held under the 
leadership of James Strenski, ener- 
getic young president. 


> Participating in the brainstorming 
sessions was a group of young men 
interested in setting up the new 
agency. All were experienced in in- 
dustrial publicity, employe and 
stockholder relations and commu- 
nity relations. 

For several weeks they kicked 
around hundreds of potential names. 
The sessions centered around find- 
ing a sound definition of public 
relations, and out of these defini- 
tions came the name that is being 
heard more and more in the Chi- 
cago area—Attitude Engineering. 

A positive value of the name, says 


mith Externa 


» 
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Jim Strenski, is that “it’s a stopper 

it requires explaining to the 
layman,” who at first thinks of the 
company as engaged in “engineer- 
ing” in the accepted sense of the 
word. 


>» Of officials of the new 
company are more than happy to 
explain the name. And they have 
found that people (spelled 
spective clients’) don’t 
either. 

There's another point in favor of 
the name. The new agency is pri- 
marily an industrial public relations 


course, 


“pro- 
forget it 


inspirational 


Sixth in a Series 


. ‘“Tremendous Trifles’’ has a tall, slim format, to 


and_ thought-provoking. 


Publications 


agency, and the “engineering” part 
of the name fits very neatly. 

It’s the industrial phase of Atti- 
tude Engineering’s program that is 
getting the benefit of the agency's 
“don't sell it, give it away” approach. 


>’ The gimmick that is used is a 
four-page publication that goes out 
each month to a selected list of 400 
industrial companies in the Chicago 
area. 

Called PR... at Work, the four- 
pager tells its readers how they can 
carry on their own public relations 
program, all by themselves, from 


This article, the sixth in our series on external publications is a double 
feature. In separate discussions, we tell the story of two distinct publications. 

The first starts on this page, the second on page 66. 

They have, however, a good deal in common. In the first place, both are 
issued by organizations which produce, as their reason for being, ideas. Both 
deal in creativity, in imagination, in intangibles. 

Both, too, are simple and straightforward in format. There is nothing 
really impressive or overpowering about the design and layout. But both are 
“eminently readable and helpful. They are brief, to the point. Both are, need- 
| less to say, successful. 


z 


We think they belong together, deserve to be examined closely, com- 


| pared to see their points of resemblance as well as their points of difference. 
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3000 FULL COLOR 
POSTCARDS 





FULL PRICE— 
NO HIDDEN CHARGES! 


This price is all inclusive. Simply send 
us your 4 x 5 color transparency for 
the finest reproduction you can buy! Re- 
sults absolutely guaranteed — delivery 
time about 8 weeks. Price includes 50 
words standard type printed on back, 


@ Quotes on 
longer runs 
by request 


@ Samples 
of work 
gladly sent 





HALO-COLOR 


141 King Street * San Francisco 7, Calif. 


DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 25 YEARS 


Cl yct meet ban) 
LETTER & MAILING 
‘34 A 1G: 





DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing °* Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


nn Lillie Mop tu 


431 SoutH DEARBORN STREE1 
Cuicaco 5, ILt. WABASH 2-8655 
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day to day, in simple terminology. 

Each issue is devoted to a single 
phase of public relations. The infor- 
mation given is complete and easy 
to apply—and it’s for free. The only 
suggestion of sell is a two or three 
line paragraph at the end of each 
issue, which says in effect, “If we 
can help you further with your 
publicity or public relations projects, 
just let us know.” A return-address 
post card is enclosed for that pur- 
pose. 


>» Topics covered thus far in PR... 
at Work include the news release, 
the feature story, dealing with edi- 
tors and newsmen, ways of mer- 
chandising publicity and publicity 
for special events. 

Future issues will cover trade 
show participation, how to write 
and release executive speeches, how 
to hold a press conference, the plant 
open house, etc. 


> Let’s take a look at the issue of 
PR...at Work that was devoted to 
the news release. It is typical of the 
job that is done in each issue of this 
lively publication. 

“The prime tool of publicity,” 
starts the article, “is the news re- 
lease.” The news release then is 
broken down into three classifica- 
tions: 


@ Routine news 
@ Feature stories 
@ Special interest items 


Suggestions are made as to the 
kinds of common items that are 
worthy of being news releases. Then 
come some very practical sugges- 
tions about organizing the news re- 
lease, giving the editor what he 
wants, and some hints on the actual 
writing of the news release. 


>’ The format of the news release 
and the mechanics of it are consid- 
ered next, all in necessary detail 
and all simple to read and put into 
practice. Specific suggestions like 
the following are a boon to both the 
inexperienced writer and to the 
editor: 


® Always type on one side of a 
sheet only. 


@ In the upper left hand corner 
type the word “From” followed by 
the name of your company with 
address and business plus home 
phone number of somebody on your 
staff who can answer any additional 
press inquiries and verify facts. 


@ Indicate the day you want it 
released if you have a good and 
valid reason for restricting releases 
to a certain day. 


e Start with a dateline. 


e Leave plenty of margin so editors 
may have room for their own use. 


> PR... at Work is printed offset 
on a light blue paper, with type, 
heads and line drawings in a darker 
shade of blue. Illustrations are live- 
ly, cartoon-like, and in the news 
release issue there’s an easy-to-read 
reproduction of a news release, 
which makes visual and graphic the 
information that has been given. 

An air of informality and friend- 
liness is created by the use of type- 
written text. To personalize PR... 
at Work even further, each issue is 
signed by J. B. Strenski. 

PR... at Work also is punched 
for insertion in a permanent binder. 
This came about as the result of 
numerous requests for some way of 
keeping this information in per- 
manent form. Attitude Engineering 
now provides the binder and im- 
prints in gold the recipient's name 
on the cover. 


> That’s “giving it away” with a 
vengeance. But the list has grown, 
the number of prospective clients 
has grown, and the number of new 
clients has firmly established Atti- 
tude Engineering as an up-and- 
coming public relations company. 
“What more,” says Jim Strenski, 
“could we ask?” 44 
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Advertising Agency’s 
House Organ Has Wit, 
Inspiration and Charm 


By Don Sauers 

Vice president and creative director 
Vic Maitland and Associates 
Pittsburgh 


The ability to create is the basic 
stock-in-trade of advertising and 
public relations agencies. The ques- 
tion that keeps many an agency 
exec awake nights is, “How do you 
sell your creativeness?” 

For lack of an answer, the solu- 
tion, in many instances, is that you 
don’t sell your creativeness. Instead, 
you promote on the basis of the 
products of your creative abilities. 

That involves, usually, showing 
ads, commercials, and campaign 
items you have produced for other 
accounts as samples of the “kind of 
things” you hope to do for the pro- 
spective client. 

Thus, your big asset—creativeness 

-is subordinated. Basically, you are 





U.S.E. protects you 


Self-Seal® 


4. Inter-Departmental 
Envelopes 


Bank Deposit 


3. Return Envelopes 


to take a close look at some of the ideas in envelopes! 


‘Take #1, the V-FLAP line. It will give 
your direct mail and mail order a /:ft at the 
receiving end. It has the pointed flap and 
diagonal seams which usually mean top- 
level correspondence — ‘The Executive 
Look’ which suggests there’s something im- 
portant inside! They’re top quality, and 
you'll save money, too. 

‘Did you ever try a big mailing in an Out- 
look window envelope? You know, nobody 
throws one away unopened! #2 here shows 
five suitable styles. 

‘*Your returns often depend on the Return 
Envelopes you use! Here at #3 are some 
good ones! Self-Seal seals without licking. 


fu 


Folks like that! Kost-Kut and Return- 
velope have the printed order form as part 
of the envelope to speed action and avoid 
errors. And the Bank Deposit envelope, 
printed special, could be a real clincher! 

**One clever stunt caught our eye recently. 
It’s #4 — an Inter-Departmental envelope. 
It was printed to look like a message had 
been routed through the office. It had our 
initials on it! 

‘‘We could go on and on — but why not 
send for the new U.S.E. Envelope Selector 
Chart? It shows styles and lists sizes. It’s 
free! Address Advertising and Sales Pro- 
motion Department — ” 


with uniform quality — guaranteed 


UNITED STATES ENVELOPE 


COMPANY 


Springfield 2, Massachusetts 
i 15 Divisions from Coast to Coast 
' 


- 
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FULL COLOR POST CARDS! 


Just look at these new low prices for top 
quality Crocker Mirro-Krome Adver- 
tising and Sales Promotion Cards — 


QUANTITY FIRST RUN 
(Size 344"x 514” with one picture) 
50M....... $9.50/M 
gt ee 8.50/M 
ee 7.30/M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H.S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Dept. AR-6 


de e 
Silence ts the 


lirlue of Fools. 


—Francis Bacon 1561-1626 







That's a lot of Hog Wash. We've had 
some very secret Price Lists to process 
. special Promotions to break on 
certain days . . . you can bet our cus- 
tomers didn't think we were fools be- 
cause we were silent about their jobs. 
They know we won't violate the con- 
fidence they place in us. So how about 
you checking us on our Violations? 


0 ne SERVICE 


521 SOUTH WABASH AVENUE ° -_ :. 9560 
Fast and Resourceful Service — Since 191 


-- Reasonable, too! 


> Printing * Mailing 

. * Mimeographing * 
Multigraph o- Plate Cutting * Mechanica Addressing 
Complete Mail Campaigns 
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selling eggs by showing off your 
chickens. In so doing, you bypass 
the hatching process by which you 
hope to produce chickens for your 
new account. 

“The major drawback to promot- 
ing on the basis of samples,” said 
one agency executive, “is that the 
new accounts are denied an insight 
into your agency’s flexibility—the 
variations that creativeness makes 
possible.” 

’ So what’s the answer? How do 
you sell creativeness? 

One idea that’s finding favor with 
more and more agencies is the in- 
stitutional publication, distributed 
as a sample offering of creativeness 
per se. An example of publications 
of this type is Tremendous Trifles, 
published monthly by Vic Maitland 
& Associates, Pittsburgh. 

An eight-page, breast-pocket- 
sized booklet, Tremendous Trifles 
goes by way of far left field to stim- 
ulate awareness and interest in our 
agency and its creative services. The 
format consists of an anecdote oc- 
cupying the first two pages, fol- 
lowed by six pages of supporting 
copy leaning heavily to general in- 
terest material. 


> A recent issue began with the 
story of the closing of the Montreal 
flower shop owned by Marie 
Dionne, one of the Dionne quin- 
tuplets. It told of all the reasons the 
shop should have been a success- 
its modernity, quality flowers, floral 
arrangements, and its location. 

The failure was attributed to 
Marie’s shyness—the fact that she 
stayed in the backroom instead of 
greeting her customers personally 
and giving her enterprise the at- 
tendance and promotion it needed. 
The entire point was that famous 
names and good products, in and of 
themselves, aren't enough to win 
and hold public acceptance these 
days. 

“As Gertrude Stein put it, “A rose 
is a rose is a rose,” the booklet 
states. “But the lovely combination 
of a rose and smile from Marie 
Dionne is something else again.” 


> All of which sets the stage for a 
gradual, almost imperceptible drift 
into some general, stimulating ob- 
servations on advertising and pro- 
motion as they apply to business 
operations. 

The only “sell” copy found in the 
entire booklet is a single italic para- 
graph on the inside back cover, ac- 
claiming the virtues and services of 
Vic Maitland & Associates as an 
agency. Whether the “sell” copy is 
actually read or not is the least of 
our worries. “The only thing we're 


interested in is that they read and 
like the booklet itself,” is the VMA 
viewpoint. 

It is this attitude—which, inci- 
dentally, pervades every issue of the 
booklet—that has set tongues to 
wagging in advertising circles. “It’s 
like putting on a television program, 
then saying you don’t care if peo- 
ple see or hear your commercials,” 
is the general feeling. 


» So heavily does the booklet lean 
o “soft sell” that after the appear- 
ance of the first issue, in July 1956, 
many observers wondered what, if 
anything, the agency expected to 
get out of it. “It’s good,” went a 
typical reaction. “It’s the kind of 
thing you’d pay money to subscribe 
to. But what’s it supposed to do?” 
The Pittsburgh Sun-Telegraph, 
which gave the first issue a highly 
complimentary review, praised it as 
being “illustrative of the literary 
standards” of the agency. Which is 
exactly the point. From start to fin- 
ish. Tremendous Trifles is as home- 
grown as backyard tomatoes. And 
therein lies its value. For it is de- 
signed as a showcase—no more, no 
less—for VMA creativeness. 


> Its sole function is to put the 
agency on display on the basis of 
its creative thinking, writing, art- 


work, layout, typography, and, in 
essence, its entire ability to com- 
municate. 


Of course, the big question re- 
garding any publication as strictly 
institutional as Tremendous Trifles 
is, “Will it pull its own weight? 
Does it justify the investment it 
represents?” 

V. I. Maitland, president of Vic 
Maitland & Associates, is convinced 
that if the job is done right, it will. 
“During its first nine months,” he 
said, “Tremendous Trifles produced 
more account leads and stimulated 
more interest in our agency than 
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fice department before going through 
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* ZIP-STRIP envelopes by Cupples-Hesse 


Intrigues prospect into opening letter! 


SINCE 


offices in principal cities 


Unique, interesting and refreshingly different, the new Zip-Strip 
envelope by Cupples-Hesse possesses a fascinating characteristic 
that intrigues the reader into opening the envelope. 


The Zip-Strip, a perforated vertical line near the end of the 
envelope, zips open in a flash—slick as a whistle. 


For envelopes that arouse curiosity and help build sales, write 


Cupples-Hesse. You'll receive samples in a hurry. 


CUPPLES-HESSE CORPORATION 
4110 N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 04 
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Are you paying 


Ist CLASS POSTAGE for 


3rd CLASS ita titel Wa 


€ 
oT orm 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 





APOLOGY 


We apologize to all who had to wait 
three extra days for us to ship their 


orders. ‘Secret Message’ postcards 


printed with invisible ink pull so 
well, everybody wants ‘em! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


Industrial Direct Mail 


Written to meet the needs of your particular 
roblems. Hard-hitting campaigns, letters and 
rochures that pre-sell your products and 
double the production of your Sales Staff. 
It costs you nothing to talk it over with us. 


CHASE & RICHARDSON, Inc. 
18 E. 41st St., New York 17, N. Y. MU 4-4390 
meet Pete, 
the parrot, 
and his friends 


from 
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any other single promotional de- 
vice.” 


> Further proof of its pulling power 
may be seen in the numerous re- 
quests for reprints. For example, 
Main & Co., to name one firm, or- 
dered copies of one issue for dis- 
tribution to all its offices. G. C. 
Murphy Co. and various others 
have reprinted excerpts in sales 
bulletins and house organs. 

However, the real payoff reaction 
that the booklet strives for was best 
summed up by an executive of a 
firm which recently retained Public 
Relations Counselors Inc., a VMA 
subsidiary. “I figured that any out- 
fit that could do something like this 
for themselves could help us out on 
our public relations and promotion 
work,” he said. 


> At present, Tremendous Trifles is 
distributed on a_ limited, select 
basis to some 3,000 readers. It is 
angled for, and circulation limited 
to, businessmen’ generally, and 
specifically to executives in posi- 
tions related to advertising, promo- 
tion, public relations, and market- 
ing. 

Beyond this limited distribution, 


however, it enjoys an_ extensive 


New Automailer Machine 
Offers Versatility Plus 


A multi-purpose machine, capable 
of performing a variety of inserting 
and mailing operations in a syn- 
chronized, one-person’ operation, 
has been introduced by Office Dy- 
namics Corp. 

A self-contained, precision-built 
machine requiring only 2x4’ of of- 
fice space, the “Automailer” per- 
forms paper feeding, collating, 
folding, nesting, inserting, sealing, 
counting, postal metering or indicia 
imprinting, stacking and delivery to 
mail bag in a single operation in ad- 
justable speeds up to 6,000 com- 
pleted envelopes per hour. 

Folding and nesting can be 
omitted or the Automailer can be 
used independently as a folder and 
nester, preparing inserts for later 
insertion. 

Although the machine is essen- 
tially automatic, manual feed posi- 
tions are provided for feeding vary- 
ing numbers of both sheets and en- 
closures in automatic or semi-auto- 
matic operation, facilitating billing 
and invoicing where statements are 
sent with varying numbers of sales 
checks, toll slips, tab cards, etc. 

It is capable of handling en- 
velopes and sheets up to 9x14” in 
size, and a micro-detector feature 


hand-to-hand circulation. Thus it 
generates for the agency as much 
word-of-mouth advertising on the 
golf course and in the beauty par- 
lors as it does across the executive 
conference tables. 

The basic appeal of the publica- 
tion is its universality, plus some 
remarkably good thinking and di- 
rect writing. The artwork, printing 
layout, and typography are all de- 
signed to lend added dignity to the 
ideas being expressed. 


> The title, Tremendous Trifles, was 
adopted because the early issues 
were developed around the theme, 
“It’s the little things that count.” 
More recently, the subject matter 
has broadened to take in such sub- 
jects as timing, objectivity, plan- 
ning, change, communications, and 
research. 

In the final analysis, the publica- 
tion is a take-off on the adage that 
“Those who can, do; those who 
can’t, teach.” Tremendous Trifles 
attempts to demonstrate that our 
agency not only can, but does. And 
it goes about proving its point in as 
subtle and engaging a manner as 
only an outstanding publication can. 

44 


ejects incorrectly filled envelopes 
before sealing and ejects incorrect 
enclosures in the case of folding and 
nesting operations without having 
to stop the entire operation. 

The machine is styled for office 
decor and has rubber tire casters 
for easy moving from department to 
department. 

Additional details are available 
from Office Dynamics Corp., The 
Beverly Hilton, 9876 Wilshire Blvd., 
Beverly Hills, Cal. 


Booklet Discusses Power 
Of Communication 


The importance of effective mail 
in selling your ability, product or 
ideas is stressed in a brochure en- 
titled “The Power of Personal Com- 
munication” from the Direct Mail 
Advertising Div. of R. L. Polk. 

Taken from an address by C. 
Norman Fry, vice-president of 
Polk’s national direct sales, the text 
cites the close relationship between 
personal correspondence and “per- 
son-to-person”—or direct 
advertising. 

Mr. Fry not only stresses the 
creative man’s opportunities in per- 
son-to-person advertising, but also 
enumerates proper planning steps. 
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Fin-Flipping Mail . . . Two goldfish in 
picture are mailed proof of protective 
shipping with Corro-Bags 


Protected Mailers Arrive 


& 
In Swimmingly Safe Shape ? 
Feel the morning mail brings Ps 
nothing but demanding bills and 
dull releases? Then obviously, you 
weren't one of the thousands of 
executives who were confronted re- 
cently by two goldfish that swam 
in with the mail! 
Flipping their tails with happy- 
go-lucky vim and vigor, the fish 
were aquatic salesmen demonstrat- 
ing the protective qualities of 
“Corro-Bags” developed by Sher- 
man Paper Products Corp., Newton 
Falls 64, Mass. 
Mailed to all parts of the country, 
the fish—and necessary water— 
were sealed in plastic inner bags, ; \ 
and sent out in the lightweight, | D t | t 
corrugated shipping units. Accord- | on guess or specu o e: 
ing to the latest reports, the fish 
arrived in swimmingly safe shape! 


<4 Results can be tangible or intangible. Either way, the 


total effectiveness of your Direct Mail campaign will 


Photo Offset Booklet 
Offers Wealth of Facts 


depend up to 80°) on the type and quality of the list 


you choose. 


An invaluable guide for those 
even _ partially responsible for 
photo-offset printed matter has been 
‘a re Ss > y iy 1 NV c j *] j ¥ ° ° 
ased by the Direct Mail Printing experts to keep its lists complete and up-to-date. 

Oo. 

Entitled “Photo Offset for the Di- 
rect Advertiser” the 36-page book- 
let starts out with a simplified ex- 


Realizing this. and knowing that accurate lists are 
essential in our business and cannot be trusted to 
chanee or luck, MeGraw-Hill employs a staff of 90 


To get full information on the most accurate industrial 


lists available anywhere. contact the VecGraw-Hill 


planation of photo offset printing, 
gives five basic reasons why this 
method is a good one, some facts 
on halftone screens, and clear-cut 
definitions of printers’ terms. 

Also included in this compre- 
hensive guide are 10 rules for pre- 
paring copy for the printer, illustra- 
tions of various types of folds, a 
dictionary of binding terms, simpli- 
fied copy-fitting, a character-count 
chart for seven different type point- 
sizes, and a list of proof-marking 
symbols. 

Interspersed, page-by-page with 
the printing guide, are samples or 
illustrations of the direct mail items 
produced by the company 

Copies are available 


for more details circle 608, page 113 
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Direct Mail Division. 
Free booklet and details on request, 


Send the coupon today ! 
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ORDERING ACTIVITY 
BY QUARTER BY YEAR 


ORDER TYPE 
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Typical Card 


Both IBM and Remington-Rand punch cards 
are used, with a Rem-Rand punch. The Elliott indexing ma- 


chine reads the 


information punched, acts according to 
instructions, and can print the address by spirit process. 
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Automated Catalog Control 
More than Pays for Itself 


American Wholesale Co. has 
found that its automated mail- 
ing list, which permits it to se- 
lect those receiving its mailings, 
has paid for itself many times 


over in increased profitability. 


By Phil Hirsch 


American Wholesale Co., a mail- 
order firm with national distribu- 
tion, has cut its promotion costs 
more than $15,000 a year with an 
ingenious machine. Manufactured 
by Elliott Addressing Machine Co., 
this indexing machine not only pre- 
pares labels for catalogs and other 
promotion pieces automatically, but 
selects the names it uses according 
to the order history of the custom- 
ers. 

The address itself is imprinted on 
the tab card and is reproduced by 
spirit process. Surrounding the ad- 
dress portion of the card is a 19- 
field tabulating area, on which is 
recorded, by key punches, the fol- 
lowing information: 
® parcel post zone 
® credit rating 
® type of account 
time-payment) 
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(cash, 


open, 


® how obtained 
ferral, etc.) 
® activity 

The system, believed to be one of 
the first installed in the general mail 
order industry, has done a_ good 
deal for American Wholesale, which 
sells some 10,000 different items to 
more than 50,000 outlets. 


(mailing list, re- 


1. It has reduced returns from the 
post office . . . Before installing the 
indexing machine, American relied 
on temporary personnel to type its 
labels. As many as 15% of its cata- 
logs were returned because of typ- 
ing errors. This cost, averaging 
$2,500 a year, has been eliminated. 


2. Costs of maintenance have been 
reduced . Previous practice was 
to type lists on carbon sets of labels, 
with the copies being used for mail- 
ings sent out between the two regu- 
lar shipments a year. But lists are 
not static, so the carbon copies had 
to be changed, eliminated, added to, 
for each special mailing. The in- 
dexing machine maintains no stock 
of labels, but runs off a new set 
when needed. Changes are made on 
the original tab cards as they occur. 


3. A more accurate control of cata- 
logs and other mailings is possible 

American’s largest catalog is 
sent out in the Fall, but since it is 


This insert is a sample 


an expensive promotion, the ma- 
chine’s controls are set to skip 
those customers who do not fall into 
the active category. 


’ The machine can also cull out 
specialized lists when required. For 
example, the Spring catalog is sent 
only to those who have placed or- 
ders during the preceding six 
months. Or a special mailing may 
have been prepared for the special 
purpose of activating accounts 
which have not been active for a 
while. The low-cost mailing pieces 
are addressed only to those cus- 
tomers who haven’t placed an order 
in six months. These names are 
picked out automatically. 

In addition, the machine can act 
as a Statistical tabulator. It can 
correlate the number of pieces in a 
mailing with the total volume of 
sales, or eliminate prospects that 
don’t turn into customers, or evalu- 
ate a particular category of names. 

A further benefit will accrue when 
all names are keyed by parcel post 
zone. This will permit trucking sev- 
eral thousand catalogs from Chi- 
cago headquarters to a post office 
within the parcel post zone, where 
they can be mailed. The cost of this 
kind of routing is about half that 
of sending them by mail all the 
way. a4 
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Hi-Fi Fantasy 
Fired by the rich tapestry of high fidelity sound, a music-lover's 
imagination takes flight. To the enchanted forest of Swan Lake, 


for example. Like hi-fi, colorful advertising has the power to stir xford Pape MVS 
the imagination. And this leads to desire . . 


. the magic ingredient 
of which sales are made. Z2, : G Yj 
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to find Oxford Papers. They will faithfully reproduce anything 
that can be photographed or painted. Would you like to see some 
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Wescar Gloss Plate Offset 


OXFORD PAPER COMPANY 


RUMFORD. MAINE * WEST CARROLLTON, OHIO 





WY vec GLOSS PLATE OFFSET is a film-coated (pig- 
mented) paper of high brightness and opacity, polished to a 
glossy finish. It lends luster and detail to offset printing in 
either black and white or multicolor. Especially recommended 
for calendars, booklets or catalogs in full color. 


WESCAR SATIN PLATE OFFSET, a companion sheet to Wescar Gloss 


Plate, is also manufactured with a pigmented coating film with a dull 
satin finish. Designed for black and white or multicolor offset printing, 
it gives soft, pleasing results in clear detail through a maximum range 
of tone gradations. 


FENWICK SUPERFINE OFFSET is a premium grade of outstanding quality 
and appearance. It is a film-coated paper, highly pigmented for extra 
brightness and opacity. With a high gloss finish, Fenwick Superfine is 


admirably suited for de luxe jobs in either black and white or multicolor. 


CARROLLTON SATIN PLATE OFFSET is a bright white paper of good 


opacity and regular, uniform surface. Free from lint or fuzz, it is care- 
fully manufactured to give trouble-free press performance. Carrollton 


Satin Plate is recommended for quality reproduction at moderate cost. 


TWO VALUABLE AIDS: (/) The OxFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 
Through Oxford Merchants 


Albany, N. Y. 
Allentown, Pa. . 
Asheville, N.C. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N.Y. . 
Charlotte, N.C. . 
Chicago, Ill. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 
Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Gastonia, N. C. 


Grand Rapids, Mich. 


Hartford, Conn. 


High Point, N. C. 
Indianapolis, Ind. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 


Manchester, N. H. 
Memphis, Tenn. 
Milwaukee, Wis. . 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 
New Haven, Conn. 
New Orleans, La. . 
New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. . 
Sacramento, Calif. 
St. Louis, Mo. 


W.H. Smith Paper Corp. 

ne Valley Paper Corp. 

: Henley Paper Co. 

"Wyant & Sons Paper Co. 

c arter Rice Storrs & Bement Inc. 
The Mudge Paper Co. 

Wilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 

Carter Rice Storrs & Bement Inc. 
Franklin-Cowan Paper Co. 
Henley Paper Co. 

Bermingham & Prosser Co. 
Bradner, Smith & Co. 

Marquette Paper Corporation 
Midland Paper Company 

The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 
Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co 

Blake, Moffitt & Towne 

Henley Paper Co. 

; Carpenter Paper Co. 

" Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement Inc. 
Henley Paper Co. 

“MacC ollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 

Louisville Paper Co. 

, Roach Paper Co 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Graham Paper Co. 

Louisville Paper Co 

C. H. Robinson Co. 

sou Paper Co. 

Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
Graham Paper Co. 

z Bulkley, Dunton & Co. 
Carter Rice Storrs & Bement Inc. 
Graham Paper Co. 

Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co. 

Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 

The Whitaker Paper Co. 

Blake, Moffitt & Towne 

; Western Paper Co. 
Carter r Rice Storrs & Bement Inc. 
; Atlantic Paper Co. 

WwW ilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Brubaker Paper Co. 

General Paper Corp. 

C. H. Robinson Co. 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Cauthorne Paper Co. 

Genesee Valley Paper Co. 

Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co 


San Bernardino, Calif. 


San Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 
South Bend, Ind. 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . ‘ 
Washington, D. C. 
Wichita, Kansas 
Worcester, Mass. 
York, Pa. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 
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Tobey Fine Papers, Inc 
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Blake, Moffitt & Towne 


Carter Rice Storrs & Bement Inc. 


Mill Brand Papers 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Paper Merchants, Inc. 

, Blake, Moffitt & Towne 
John Floyd Paper Company 

? Wichita Paper Co., Inc 
Carter Rice Storrs & Bement Inc. 
The Mudge Paper Co. 
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The Battle of the View 


Unless user and supplier get to- 
gether on the illumination they 
use to view color art and pho- 
tography, there is no hope of 
getting them to agree on what 
colors they see. Here are more 


thoughts on the need for stand- 
ardization. 


By William P. Way 
Way's Standard Viewers 
Chappaqua, New York 


In this age of abundant color, one 
of the most annoying and contro- 
versial variables is the color trans- 
parency viewing equipment, a con- 
dition which I playfully call, “The 
Battle Of The Viewing Boxes.” 

Suppose we observe this battle 
for a moment. It starts where the 
color transparency is created, with 
the photographer. This craftsman 
uses his skillful knowledge to ar- 
range pleasing compositions by the 
use of carefully selected props and 
models. 

He balances his lighting, makes 
test exposures and with meticulous 
care, checks other details to achieve 
a high degree of color fidelity. 
When the photographer’s creation 
is returned to him from the proc- 
essor, he happily takes it to the 
agency art director. If this art buyer 
holds the photographer’s precious 


efforts in front of a fluorescent 


lamp, a poorly designed viewer, or 
up to a window where the ex- 
cessively blue daylight is fused 
with all the colors of the transpar- 
ency, a seed of doubt is planted in 
his own mind. 

These viewing lights are so 
spectrally different from each other 
that the color of objects in the 
transparency appear different over 
each light and do not match the 
color of the objects which were 
photographed. This art director, 
obviously, is unaware that color de- 
pends upon how you light it. He 
now wonders if he has chosen a 
capable color man. 


> The battle of the viewing boxes 
doesn’t stop there. It is carried to 
the fashion editor, account execu- 
tive, through the production man 
to the engraver. Each of these peo- 
ple in the color chain has his own 
pet idea of what a color transpar- 
ency illuminator should be like, 
and they often take anything their 
company purchasing agent happens 
to find in a store. 

But let us consider the engraver 
for a moment, for he fills a unique 
requirement in the art of seeing. It 
is his responsibility to produce the 
color he sees in the transparency as 
well as the color the agency pro- 
duction man sees. When each of 
these craftsmen use unrelated light 
sources, they both see color differ- 
ently. 

Suppose we assume that the pro- 
duction man is not up-to-date on 


the best equipment. The engraver 
may be aware of this, but he knows, 
too, that you do not gain a friend by 
trying to prove him wrong and 
therefore hesitates to tell the buyer 
of his product that he is spectrally 
off base, for fear of sabotaging good 
customer relations. 

Consequently, the engraver takes 
the path of least resistance. He is 
compelled to purchase several dif- 
ferent manufacturers’ viewing box- 
es, some in considerable quantity. 
He has them in all shapes and 
color of light. And like the doctor 
who travels to the blood bank to 
fulfill his patient's requirements, 
the engraver draws on his “viewer 
bank” to match his 
viewing illumination. 


customers’ 


»’ One may be an authority on 
water color, oils, printers inks and 
other pigments, yet may not be 
fully qualified to choose a good 
transparency viewing box based on 
such knowledge alone. The art and 
science of illumination and its effect 
on color, must also be basically un- 
derstood. 

How does one know when a color 
transparency viewing light is spec- 
trally correct? What yardsticks shall 
be used to determine this? 


> White light should be the first 
consideration. It is absolutely nec- 
essary for correctly evaluating 
color in transparent form. It is no 
less important than white paper is 
for the engraver’s 


color proofs. 
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Sa ue Se ART REE RAMS ios 
The Only 4-POSITION 


EASEL BINDER 


30’, 60’ and 80’ Degrees, and 
flat 


TO OT OK) 


SELLEBRITY 


PAT PEND. 


The Easel That is Practically Automatic 





Carried in Stock: Black imitation leath- 
er binding in standard 11” x 9” sheet size. 
No. 1191 s-ring standard loose leaf 34’ 
cap. No. 119 M—22-ring Multo loose leaf 
44” cap. Available from stock @ $5 ea. 
Quantity prices on request. 
SELLEBRITY* binders can be made in 
various ring capacities; also supplied with 
acetate folders. Prices and samples on re- 
quest. 
*SELLEBRITY is protected by U.S. Patent 
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DEUVAG®® ©Oe 
Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 









FREE 
OFFER! 


_approach 
“ works 

every 
WRITE TODAY time ° 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card’ Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer . . . Specify BOLD 
‘For all your bright ideas.’’ 






Chemicals, Inc. 
3550 Touhy Ave. + Chicago 45, Ill. 
Nework,N. J.* San Leandro, Cal. 
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What would the agency production 
man say to his engraver, if he 
pulled his color proofs on blue, 
pink or yellow paper? 

When the light of a viewing box 
“visually” contains a tint of any 
color, the color distortion which 
takes place in the transparency is 
no different than the change which 
would prevail if you looked at your 
color film through tinted spectacles. 
For example, if your viewing light 
is on the pink side, a white dress 
will appear pink and the greens 
will be less green. Visual tints in 
the light source tend to distort color 
by neutralizing the colors in the 
transparency which are _ compli- 
mentary to the tint in the viewing 
light. 

Many people in graphic arts are 
unaware that their viewing light is 
not white. This is because the eyes 
quickly adjust to the light which 
prevails. They become conscious of 
their inferior equipment only when 
a spectrally correct white light is 
placed alongside of their own trans- 
parency illuminator. Frequently, 
the revealing difference is so ad- 
versely startling that they are 
shocked by what they have been 
using to judge color. 

Many photographers with poor 
viewing conditions produce _pic- 
tures which are excellent speci- 
mens of color, much better than the 
photographer himself believes them 
to be. This regretable paradox is 
the product of complacency or lack 
of scientific knowledge. 

To understand light and its effect 
on color, we must actually take 
light apart and examine it. This can 
be accomplished by the use of a 
very simple device. If you cut a 
long narrow slit in an opaque piece 
of paper and then place the paper 
over a light source and examine 
this slit of light through a glass 
prism, you will notice that the 
white light has been broken up by 
refraction into all colors of the vis- 
ible spectrum. We know then that 
white light is composed of many 
colors, some of which are more in 


evidence than others, depending of 


course upon the source of light un- 
der observation. 

Early in life we were taught that 
the three primary colors of pig- 
ments are yellow, red and blue. By 
mixing all three in equal quantities, 
we get black. On the other hand, 
and contrary to general belief, the 
three primaries of light are blue, 
green and red. When three beams 
of light, each a different primary 
color of sufficient intensity are 
projected onto the same area of a 
screen, white light is produced. A 
mixture of green and red light will, 
interestingly enough, give us yellow. 


Inasmuch as blue, green and red 
light will produce white light, we 
must be certain that the color 
transparency viewing light contains 
these three primaries in sufficient 
and specified quantities. While the 
primaries are not visible as colors, 
we know they are present. With 
complicated scientific instruments, 
the laboratory is capable of meas- 
uring the amount of each primary 
as well as the secondary light 
colors. They are then plotted on a 
spectrum chart with the relative 
quantities of each color designated 
on a spectral distribution curve. 


> Your light should’ be bright 
enough to see detail in shadow 
areas. However, if the illumination 
is excessively bright, it may make 
a beautiful picture, but it poses an 
acute challenge for the engraver. 
He cannot reproduce the brilliant 
dyes with printers inks. 

For normally exposed _ trans- 
parencies, the viewing panel should 
have a brightness of about 400 
footlamberts, and the light should 
be evenly distributed. 

Your illuminator should not be 
placed on a window sill where it 
is forced to compete with the ex- 
cessively bright blue daylight. This 
location will frequently cause the 
white light of your viewer to ap- 
pear yellow. If you have no other 
location, protect your viewing light 
with a hood. However, a hood will 
not prevent the light of a good 
illuminator from appearing yellow 
if it is placed close to one or more 
light grey vertical walls or partitions 
having a high reflectance value and 
illuminated with artificial daylight. 
But this will not seriously affect 
colors in transparencies. 


> A discussion of viewing equip- 
ment is not complete without men- 
tioning good housekeeping. The 
spectral quality of your. color 
transparency viewer depends large- 
ly upon a number of its parts 
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FINCHLEY ON THE RIVIERA 


“Dear Boss: I have my eye on several live prospects...” 


@ C’rest st BON! From balance sheets to Bikinis. A fitting 
reward for Finchley’s memo to the boss on how Consolidated 
Knamels bring printing costs down and keep quality up. 


The bare facts show that Consolidated Enamels frequently 
cost 200% less than other enamel papers of equal quality. 
This lower cost is made possible by a modern papermaking 
method pioneered by Consolidated that eliminates several 
costly manufacturing steps while maintaining finest quality. 


Try A Fincuuey! Get free trial sheets from your Consoli- 
dated Paper Merchant. Have your printer make a compari- 
son test. Take the results to the boss and casually drop a ENAMEL PRINTING PAPERS 


a oa mi es eee ov a complete line for offset and letterpress printing 
uiviera travel foldet on his de: k. Nevei know! CONSOLIDATED WATER POWER AND PAPER COMPANY 


. , . SALES OFFICES: 135 SOUTH LA SALLE ST. « CHICAGO 3. ILL 
Available only through your Consolidated Paper Merchant 
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not the lamps alone. The white 
Plexiglas viewing surface is sub- 
ject to a slight yellowing after 
about 20 months of use. Also, the 
white inside 
surfaces are 


reflectance enamel 
all too often covered 
with a heavy layer of dust. And 
the lamps are left in the viewing 
box until they burn out and long 
after they have outlived their 
spectral usefulness. 

It is my suggestion that you con- 
tact the manufacturer of your 
viewing equipment for advice on 
this important matter. Moreover, it 
is suggested that you assign a per- 
son in your office or plant to serv- 
ice and clean your viewing instru- 
ments on the first day of each 
month or more frequently if re- 
quired. This is very important and 
you should all agree to this if your 
aim is in the direction of faithful 
color reproduction and standardiza- 
tion. 


>» The battle of the viewing boxes can 
be resolved only through education, 
intelligent understanding and the 
experience of those who have 
specialized in the science of illu- 
mination and its effect on color. And 
most important—agreement among 
yourselves and the advertising in- 
dustry as a whole. 44 
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Angels and Satin... 


Scented Checks Sell 
Perfume—Especially 
To Bank Clerks 


The possibilities for scented pro 
motion keep mounting. A perfume 
manufacturer in Wilton, Conn., sells 
extra quantities of perfume by pay- 
ing his bills with scented checks 
or, as the company likes to put it, 
paying bills with “one scent extra.” 

Angelique & Co., makers of such 
perfumes as Black Satin and Red 
Satin, also make Pink Satin—and 
this last is the one they dip the 
check books in. Every check book 
soaks up approximately two ounces 
of perfume worth $40. The com- 
pany issues about 48,000 checks, o 
96 check books a year, which are 
perfumed at a total cost of $3,840. 
“But it’s worth it,” according to 
Charles Granville, Angelique presi- 
dent, who thought up the scheme. 

The company has never had a 
single perfumed check rejected but 
it receives dozens of letters every 
month from bank clerks, secre- 
taries and others involved in proc- 
essing checks who like the fra- 
grance and want more of the same 
in bottled form. “We've actually 
built up a substantial amount of 
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customers in the 
just through our 
Granville declared. 

“Every check is handled by an 
estimated 25 people. That gives us 
a lot of mileage,” he added. He said 
he figures he has exposed one mil- 
lion people to Angelique fragrances 
via check since he started the proj- 
ect a year ago. 


banking field 
checks,” Mr. 


>» Angelique checks are printed in 
a rosy pink and decorated with a 
drawing of a_ glamorous looking 
angel blowing a trumpet. Out of 
the angel’s trumpet come the words, 
“One scent extra—the fragrance of 
Angelique Pink Satin perfume.” 
The Angelique check printing ma- 
chine has been set to print the 
word “scent” instead of “cent” and 
the pay order reads “Pay to the 
odor of” (followed by customer’s 
name). 

Mr. Granville said his greatest 
triumph came one day last year 
when he went to lunch with the 
president of the American sub- 
sidiary of one of the world’s three 
leading perfume companies. The 
lunch was Dutch treat and, after 
the luncheon, Mr. Granville sent 
his competitor a check for his share 
of the bill. 

A few days later the telephone 
rang. It was his competitor’s secre- 
tary. “Don’t tell my boss,” she be- 
gan in a confidential tone, “but I 
just like the perfume of your check 
so much, I wonder if I could buy 
a bottle.” 44 


Stop the Presses? This 
Electronic Brain Can 


New among automatic monitoring 
devices is an electronic brain that 
counts press runs. Developed by the 
Radio Corp. of America, the device 
records the number of sheets printed 
and stops the presses when the de- 
sired quantity is reached. 





How to hit 
a new high with 
your customers! 


... with EAGLE-A TROJAN BOND 


To rate high with your reading public—and make the best possible impression —specify matched letterheads, 


invoices and envelopes on Eagle-A Trojan Bond! You’ll like the sparkling appearance of all your business 
stationery, when your printer uses Trojan Bond. You'll be pleased with the good typing and erasure qualities 
of this fine 25% cotton fiber sheet — and its economy, too. Trojan Bond comes in a brilliant blue white and a 
choice of colors and finishes .. . in standard weights and sizes and envelopes to match. Write for a sample portfolio. 
Other papers available in the Eagle-A Trojan line: Eagle-A Trojan Record-Ledger, Eagle-A Trojan Onion Skin. 


| EAGLE 
| 


EAGLE-A |@| PAPERS 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of Eagle-A Coupon Bond and other Bonds, Onion Skins, 
Manifolds, Ledgers, Bristols, Texts, Covers, Boxed Typewriter Papers and Special Papers « Better papers are made with Cotton Fibe) 
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The first of these automatic 
counting systems has been installed 
in the printing plant of the Detroit 
News where a similar test model 
had been in operation for several 
months previous. 

Since advertisers and publications 
must give printers a_ substantial 
press run leeway when ordering 
printing, the buyer of printing is 
often billed for a substantial over- 
run. Hence, the RCA _ counting 
device is regarded as having wide 
application also outside the news- 
paper field a4 


Paper Roundup... 


Cover Stocks 
Dominate Scene 


Judging from recent releases 
concerning new papers and new 
brochures promoting’ established 
types, cover stocks at the moment 
are dominating the scene. Here are 
a few of those recently brought to 
AR’s attention. 


Offset Enamel Especially designed 
Gets a Mate to match with 

Prentice offset 
enamel, Prentice coated cover has 
been introduced by Kimberly- 
Clark Corp., Neenah, Wis. The first 





LONG 


coated cover stock ever offered by 
Kimberly-Clark, Prentice coated 
cover is available in cover weights 
of 60, 80 and 100 pounds in a 
variety of sizes 

The stock is recommended for all 
commercial offset screens and let- 
terpress screens up to 120 line. Be- 
cause of its strength, it is said to be 
practical for die-cutting and scoring 
and will accept and hold varnish 
and lacquer finishes. 


Cortlea and A 
Vellum Cover 


packet of 
printed specimens, 
illustrating some of 
the varied uses for Cortlea text and 
cover stocks, will be sent upon re- 
quest by Mohawk Paper Mills, Co- 
hoes, N. Y. 

The specimens are printed on 
Cortlea 70 lb. text and 80 lb. cover 
stock in assorted colors. Also avail- 
able are 80 lb. text and 65 lb. cover. 
Besides white, the paper is available 
in ivory, pink, French gray, cham- 
ois, green yellow and blue. Partic- 
ularly suited for invitations, an- 
nouncements and small promotion 
folders, Cortlea comes with either 
plain or deckle edge. The company 
also carries a stock of matching en- 
velopes in a wide variety of sizes 
and styles. 

Also available from Mohawk Pa- 
per Mills a folder promoting—and 


ON 
RESEARCH 
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Over the years we have invested many 
thousands of dollars and man hours in 
research. Better reproductions require 
better methods and materials. It is the 
aim of our research staff to find, test 
and adapt them to our production. 


Some of the continuing areas of our 
research are newspaper reproduction, 
and four-color process for both maga- 
zines and newspapers. 


We would welcome your visit and the 
privilege of showing you some of the 
things we are doing. 


Phone ANdover 3-7400 
TWO PLANTS AT ONE 


LOCATION UNDER 
ONE MANAGEMENT 


CHICAGO ENGRAVERS and 


NEWS PRINT ENGRAVING CO. 


210 SOUTH DESPLAINES STREET 


CHICAGO 6, ILLINOIS 


printed on—the company’s Mohawk 
vellum cover stock. Mohawk vellum 
is a complete line featuring vellum, 
cover and bristol in a wide range 
of sizes and weights. 

- for more details circle 628, page 113 


Bristols With 
Fancy Finishes 


A booklet featur- 
ing samples of Ad- 
vertisers bristol 
cover stock in an assortment of 
finishes is available from Advertis- 
ers Paper Corp., New York. This 
cover stock, suitable for both letter- 
press and offset printing, comes in 
a vellum and five fancy finishes, all 
in assorted weights and sizes. The 
fancy finishes include postcard 
handmade, cloth, leather, skytogen 
and stipple. Advertisers bristol 
cover is developed exculsively for 
Advertisers Paper Corp. 


. for more details circle 629, page 113 


Issues Revised Booklet 
On Color Separation 


A revised edition of an eight- 
page booklet on the Kodak gray 
contact screen for making color 
separations from any kind of col- 
ored copy with Kodalith Pan film, 
is now available from Eastman 
Kodak Co., Rochester, N. Y. 

Entitled “Kodak Gray Contact 
Screen for Photolithography,” the 
booklet includes tables and _in- 
formation brought up to date in 
the light of recent knowledge 
gained from both company experi- 
ments and customer use. The re- 
vised data includes information on 
filters, exposure times, types of 
copy which can be used, and how 
to cut and angle a single Kodak 
gray contact screen for four-color 
separation work. Copies of the 
booklet are available without 
charge. 


. for more details circle 630, page 113 


Brochure Explains Hows 
And Whys of Texoprint 


A 36-page guidebook to Texo- 
print, Kimberly-Clark Corp.’s plas- 
tic printing paper, probably does as 
much, in design, to illustrate the 
product’s versatility as does the 
printed message on its pages. 

Printed on Texoprint itself, the 
brochure contains examples _ of 
stitching, diecutting, folding and 
four-color lithography—all features 
for which Texoprint’s manufacturer 
considers it especially adaptable. 

Included in the text are a brief 
explanation of how the product is 
manufactured, properties and char- 
acteristics, uses and _ applications 
and specifications. Of special value 
to potential Texoprint users is a 
section devoted to tips on handling 





Work Saver... With new ‘’Model 2000” 
collator introduced by Collamatic Corp 
Wayne, N. J., 20 pages can now be 
collated in one motion, instead of 16 
as previously 


‘ 


Machine is designed to 
deliver each set of pages automatically 
without human actuation 


and printing in order to get maxi- 
mum results. 

Texoprint, first produced com- 
mercially about seven years ago, 
is noted for its ability to combine 
the brilliance of paper with the 
durability of cloth. It is particularly 
recommended for uses in which 
longevity or constant rolling or 
folding are factors. The brochure 
will be sent upon request. 


. . for more details circle 631, page 113 


Interchangeable Rubber 
Type Locks into Place 


Interchangeable rubber type with 
a non-slip base lock is now offered 
in improved form by Force Western 
Inc., Chicago manufacturer of num- 
bering and marking equipment for 
office use. The type is available as 
part of a complete kit which in- 
cludes a stamp holder making it 
possible to set up a rubber stamp on 
a moment's notice. 

The type has been improved to 
give better alignment of the char- 
acters which range in size from 
1/16” to 114”. In addition to the 
basic type design, characters are 
now available in Old English and 
outline type. 

Because the type locks firmly into 
its base, it cannot slip during use 
and no spacers are necessary be- 
tween characters. The type can be 
adapted to hand or automatic print- 
ing presses for printing post cards, 
notices and labels. Different type 
sizes can be used in the same hold- 
er. 

The manufacturer will send liter- 
ature describing the type. 


. « for more details circle 632, page 113 


word... until the thinking cratfts- 
man hes life into it. ‘Creative Printing,” but an 


empty phrase 


} 


until the printer of imaginative 
know-how applies it to the needs of today. 


Eureka — your Premium printer since 


1g service. Our printed spe- 
both stock items and specials 


] 


al jobs, have 
executives build selling 
programs for five decades —with qual- 


1+ AT ; 
ity premi 


‘ ‘ q 7 
les-Incentive dlds, dls- 
Jlav moteriale lad enecialtiec 
pidy Materidis AUG specidaitles. 


EUREKA SPECIALTY PRINTING CO. 
Dept. 20 - Scranton, Pa. 


Designing 
For 
Corrugated 


re Tal tS 


e BINDERS 
mate ab 
meats) a Ee 


JUST PUBLISHED — 116 poge catolog 


How to get the most from peer Mee La 


your shipping re eG 


ELBE FILE & BINDER CO., INC. 


7 Vee od! MASSACHUSETTS 


containers 


...in AR For July 


NYC. 411-FOURTH AVE 


al 
ONE OF AMERICA'S LARGEST MANUFAC TURERS OF LOOSELEAF Ui lel ae 


Dept. AR-7 
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How Prize Winners 


Solved Problems 


AR presents some of the more _ interesting 
winners from the Lithographic Award Competition. 


The winners, 282 of them, in the 8th Lithographic 
Awards Competition have one thing in common besides 
being produced by lithography. They all show an in- 
genious imagination, and a vivid approach towards 
solving the problems facing the sponsor. Whether they 
are in the field of booklets, point-of-purchase displays 
or packaging, they are original in both approach and 
execution. AR presents a few of the winners. The entire 
collection will be shown in many of our larger cities ' 
during the next year, sponsored by the Lithographers a eae 


National Assn. Watch for it, for it is well worth a visit 


and a careful study. ula] lia | Raa 


% 
B 


Problem: to tie in with Broadway hit... Built 
around White Owl’s national advertising program, this 
multi-plane display utilized a theater marquee to 
dramatize the copy theme, with successful cartoon art 
of the show’s star as an attention getter. Produced by 
Consolidated Litho. Corp., Carle Place, L.I., N.Y., for 
General Cigar Co., N.Y. 








Gy 
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Problem: to demonstrate a moving device ... 
The manufacturer wanted a display that would be a 
live demonstrator for their “Hi-Guy” toy. The difficult 
problem was to show the toy in action without reveal- 
ing the motion mechanism. This was accomplished by 
bringing the boy’s jacket out in dimension, painting the 
metal arm black against a black background, thus 
focusing attention on the lively colored toy. Produced 
for the Nissen Trampoline Co., Cedar Rapids, Iowa, by 
Inland Lithograph Co., Chicago. 


B 

Problem: to assure close registration ... This par- 
ticular design required extremely close fitting of the 
color bars, which was solved by a particularly ingenious 
handling of intermediate masks in making the color 
plates. For example, the 1957 and the letters ANN on ss) v6: NEERIN 
the cover had to fit exactly into the blue square, or the ee i 
design would be spoiled. Produced by Litho Arts Inc. 
for Adams Engineering Co., both Miami. 





+» + continued on page 82 
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COLOR THAT SMITES THE EYE... 


Sometimes color should be delicate; Johnson Printing works in color; companies know it. 


Devious and subtle as a Japanese scroll. Clean and vivid printed color That's why they use Johnson Printing 
That grabs your shirt and says, And keep coming back for more 
But sometimes color should ST to > 
Listen! 
jump off the paper; For facts and figures, write 
Smite the eye with the force of Take a plant full of good equipment, 
a backwoods preacher Take people with pride and skill, 
Telling his flock about hell. And tell °em you want color . . . good color. 


Then watch ’em do it. 
This is color that grabs your shirt, 


Looks you in the eye and says, That’s the story at Johnson Printing 


**Listen!”’ And some of America’s biggest 


2219 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. JOHNSON PRINTING, INC. 


Better Printing Through Quality Control 





Important, yes! But much 
more important to the neatness 
of your correspondence is 
the paper on which the error 
must be erased. Rising 
double-sizes each sheet of 
Rising Bond, so errors can be 
rubbed off without detection, 
make writing smoother, printing 
more beautiful on the 
letterheads that compliment 
your good taste in paper. 
There is no equal substitute 
for the crispness, opacity, 
durability and printability 
of a fine cotton fiber bond 
paper. And, sheet after 
sheet, Rising Bond is 
“Fine Bond Paper at Its Best”. 


: | 
\ ! 
2 
2s we RISING PARCHMENT (100% CF* BONC . RISING BOND AND OPAQUE BOND (25% CF . LINE MARQUE (284 CF WRITING 
Risim NO. 1 INDEX (100% CF]*HILLSDALE WEDDING & BRISTOL (25% CF) e¢ PLATINUM PAPER @ BRISTOL (25% CF)e WINSTED WEDDING 
@ BRISTOL * WINSTED GLO-BRITE VELLUM, BRISTOL, TEXT & COVER e AND TECHNICAL PAPERS *COTTON FIBER 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 


June 1958 + qo * $i 





NOW AVAILABLE! 
THE 1958 SPRING 


Sif wee. 


... For many years, each new issue of 
The Depictor, publi hed by Edward 
Stern and Company of Philadelphia, 
has been eagerly awaited by those in- 
terested in fine commercial printing. 
This current issue is particularly beau- 
tiful and contains a wealth of worth- 
while information on fine graphic 
reproduction, 

You may obtain a copy il you are not 
already on our mailing list; no charge, 
of course. Please send your request 
to us on your company letterhead. 


on 

EDWARD STERN AND CO., Inc. 
Sixth and Cherry Streets 

PHILADELPHIA 6, PENNS 


a4 / 
y THAT SPELL 


PERMANENT 


DECAL SIGNS 


Any colors, sizes or 
shapes including 
Us la est ty 


alate eels 

KLEEN-STIK 

MAUL Lee 
Day-Glo, Mylar, 
Foils & Papers 


a do 


DECAL MFG. CO. 


1243 S. State St. e Chicago 5, Ill. 
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Problem: to reach top manage- 
ment... Herbick & Held, Pitts- 
burgh printer, felt that their sales- 
men were not reaching top execu- 
tives who had the final word on the 
special printing jobs awarded by 
their company. To break through 
with their story, “Pittsburgh Quote,” 
a top quality magazine, was intro- 
duced. Since starting this activity, 
the company claims it has opened 
six new major accounts in its trad- 
ing territory. 


Problem: to dramatize a new 
format... The client had a new 
label design and a new advertising 
campaign, and wished to obtain the 
greatest impact at retail. The solu- 
tion was a painting by John Howard 
to illustrate the “genuine copper 
distilled Kentucky weather ripened” 
method of making Weller’s bour- 
bon whisky. The painting shows 
some of the tools that have been 
used continuously at the distillery 
since the beginning of the company. 
This includes the long cylindrical 
copper “thief,” the copper buckets 
and the litmus paper. The sunlight 
captures the whisky color as well 
as the brightness of the metal sur- 
faces. 

The frame style sets off the paint- 
ing, and permits the piece to serve 
as a self-standing display with its 
integral easel. Produced by Niagara 
Lithograph Co., Buffalo, for Stitzel- 
Weller Distillery, Louisville. 


i, 


Problem: to furnish an inex- 
pensive demonstrator ... With 
a new file system whose chief sales 
point is that it can grow as the 
user requires, it was important that 
a real tray be used, but that the 
cost of sending out a whole section 
be avoided. 

This was solved by designing a 
flat-printed backing card in forced 
perspective, which simulated a full 
10-section unit. This display pro- 
vides Victor dealers with what 
amounts to a 10-section file for 
demonstration at a cost little more 
than that of a single file drawer. 
Produced by Lutz & Sheinkman, 
New York, for Victor Safe & Equip- 
ment, Remington Rand _ Dealer 


Sales, New York. 
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Problem: to produce an unusual 
merchandiser ... The unit fi- 
nally chosen by the Sheaffer Pen 
Co., Fort Madison, Iowa, was set 
up in the factory and filled with 
the pens before shipping. The unit 
is made entirely from cardboard 
except for the metal caps on each 
end of the spindle. The purchaser 
can choose the color and style of 
pen desired by rotating the wheel 
containing the different models. The 
retailer can easily refill the unit. 
Design and production by Inland 
Lithograph Co., Chicago. 


Problem: to design and print a 
series of labels, boxes, etc., that 
Signify quality . .. With a line 
of 50 or so food items gathered 
from all over the world, it was 
difficult to have the labels express 
the international origins and lux- 
ury character of the products, as 
well as maintaining consistent line 
identification. A precedent-break- 
ing design by Josephine Von Miklos 
for General Foods Corp. was pro- 
duced by United States Printing & 
Lithograph Co., Mineola, N.Y. 


& 
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Problem: to produce an inter- 
esting structure, easily assem- 
bled ... Planned as one of a series, 
this display was printed, laminated, 
and die cut. Simple wire forms held 
the flaps by means of corrugations. 
The novel use of two-sided lamina- 
tion allowed the lithographers to 
make this display useful as an 
island as well as in a window. Pro- 
duced for United Air Lines, Chi- 
cago, by Philipp Lithographing Co., 
Milwaukee. 


Remember, you want the finest in 
fluorescence —ask for it by name 


PE eas tay 


TESTED” 


Ve LVA‘GLO 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and, 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. ~ 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of Sun-Tested Velva-Glo fluorescent 


papers * cardboards + silk screen colors * bulletin colors 
coated fabrics * water colors * qwik-spray colors 


RMO- 


New 
ADS 


Cut electro costs in half with 
THERMO-ADS® approved 
and used by many publica 
tions write for a complete 
up-to-date list 


ADVERTISING MATS 
ADVERTISING PLATES 


PLASTIC PRINTING PLATES 
ADS RUBBER PRINTING PLATES 
STEREOTYPES 
INC. 


COMPLETE MAILING SERVICE 
108 Silas Deane Highway, Hartford 1, Conn 
149 East 40th Street, New York 16,N. Y 


, Dept 
108 Silas Deane H'way, Htfd 
Please send complete nformatio 
THERMO-ADS to 


NAME 


ADDRESS __ 





From coast to coast, 
AR brings a selection 
of award winners. 


PORTLAND, OREGON 
AD: ialas Lyncl 


Artists: Lynch & 
Client: Kerr 


BALTIMORE 
AD.-Artist: sch 
Client: 


84 @ Art & Photography 


By Robert B. Konikow 
AR Managing Editor 


Looking at the fa- 
vorite advertisements 
of art directors, one 
cannot help getting 

the feeling that as a group, they are 
somewhat out of touch with the 
rest of the world. Their aesthetic 
standards are high, their taste is 
impeccable, their ability to achieve 
impact is remarkable, but are they 
aware of the role and the needs of 
advertising, of sales promotion, of 
marketing? 

There is, of course, another al- 
ternative. Do art directors apply 
one standard for the work they do 
for clients, and another when they 
select those they think to be most 
pleasing from a design standpoint? 

Still another possibility is that the 
art directors are using these shows 
to select new techniques and ap- 
proaches. Here are encouraged 
original approaches to advertising 
art. Not all will be successful, but 
without public exposure and ac- 
clamation, experimental design can 
disappear, and art grow stagnant 
and dull. The trends of tomorrow 
are seen in today’s shows. 

These are challenging questions, 
but they are not asked simply to be 
provocative. We believe that today, 
more than at any time in the past 
few years, a realistic appraisal of 


The sketches were drawn by Al Avison 
for the Baltimore Art Directors Club 


the function of advertising as a 
whole, of the roles of copy and art 
within advertising, must be made. 


> None of these are easy questions 
to answer. As a matter of fact, it is 
even difficult to phrase them so that 
they mean the same thing to every- 
body. But in selecting the pictures 
for the accompanying portfolio, 
these questions and many others 
kept coming up in an AR editorial 
round table. 

Spread out on our conference 
room table, arranged along the win- 
dow ledge, even arrayed on the 
floor, were glossies of the adver- 
tisements published herewith, and 
about 200 more. All had been given 
a triple screening before they came 
into our hands. 


e The first screening was by the 
artist or the art director who had 
examined his year’s output before 
submitting what he considered the 
most likely samples to his local 
show of advertising art. 

e The second was by the screening 
committees of the sponsoring groups 
who had the task of selecting a 
fraction of the entries submitted. 
They chose the examples of work 
which they deemed worthy of 
hanging in the public showings. 
e Finally, the judges, generally 
leaders in the art direction field 
from another city, carefully ex- 
amined the hanging pieces, category 
at a time, and gave a gold medal to 
the pieces they 


considered most 


LANSBURGH’S ADELPHI ROOM OCTOBER 


WASHINGTON 
AD.-Artist: 7 
Client: 











mm 


GALLQGs ON ICE 


NEW YORK 
AD: Helmut Krone 
Agency: Doyle 
Photographer: Wingate Paine 
Client: ES] Gallo Winery 





Dane Bernbach 


worthy of the honor, or skipped the 
award completely if they felt none 
deserved one. 

Now we had before us_ these 
award winners, from 18 local shows, 
from New York to Los Angeles, 
from Chicago to Richmond. As we 
looked at them, spread out around 
us, we tried to accomplish two 
tasks. The first was to take advan- 
tage of our unique opportunity of 
looking at what is presumably the 
best advertising art produced this 
year to see if we could isolate any 
trends, any pattern. The second was 
to select the examples to be pub- 
lished in this issue. 


> The second task was, perhaps, the 
simplest. Our only criterion was to 
select a representative sample, to 
try to bring to our readers, in 
miniature, what they might learn 
from a study of the whole. Our 
standards may have been unde- 
fined, but in this respect we were in 
the same boat as the judges who 
made the final selections at the 18 
shows. In almost every case, stand- 


ards were unexpressed, assumed, 
dependent upon the taste of the 
judges. 


The second task was more diffi- 
cult and at the same time, more 
interesting. What pattern could be 
detected from these more than 200 
pieces, done for clients of all sizes, 
in all parts of the country, for all 
media, with varying budgets? Is 
there a thread of consistency run- 
ning through the whole collection? 


CHICAGO 
AD: Rex Teich 
Agency: Fulton Morrissey 





Photographer: Herbert 
Client: U. S. Gypsum 


> In the first place, there was no 
evidence of regionalism. To start 
with, they were arranged by city, 
but none of us could have told which 
group came from which city, or 
even from which part of the coun- 
try. An occasional piece was 
stamped with the individuality of 
the director, or had been repro- 
duced so often in the advertising 
press or in the national magazines 
that its origin was known. But 
other than these, any piece could 
have been shifted from its group to 
any other group without its seeming 
to be out of place. 

Another factor that struck the 
round table was the almost sudden 
disappearance of what Andy Arm- 
strong has dubbed the “big pore” 
school of advertising photography. 
This is the ad that is dominated 
by a very large photograph of a 
very small portion of a human be- 
ing, shown in fine, and often un- 
appetizing, detail. These _ shots, 
characterized by their “vitality,” 
their “stripping-down-to-the- 
essentials,” their “fundamental na- 
ture,’ which used to con- 
stitute perhaps half a show, is just 
about non-existent. Even the ad 
dominated by a photograph is a 
rarity this past 


as last 


once 


As recently 
perhaps, than 
three-quarters of all winners were 
built around a photograph that oc- 
cupied than three-quarters 
of the space in the ad. Yet this year 
this genre had only two or 


year. 


year, more 


more 


three 
representatives. 


internshi 


DES MOINES \T MER 
AD-Artist: Charles E. Townsend 

Agency: Wesley Day & 
Client: I 
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BALTIMORE 
AD: William Hunter 
Agency: W. B. Done! 
Artist: Saul Bas: 
Client: Nat 





PTH 


NEW YORK 
AD: |! ert | 
Agency: 


24* 


Photographer: 
Client: 


DESOTO 


a new 
low price 





1 you can Duy any new car 

now's the perfect tene to 

move up to a bg, tunewes 
1957 De Soto 


927325 


DETROIT 
AD: 1 : 1 
Agency: s 
Artist: 
Client: 








CLIPPER 
ART SERVICE 


J Paste Pot art service that dores 
id ne, Pach issue ore 
he small monthly cost. Big 
ke Prudential, U.S. Steel, 
j or 


bscribed repeatedly f 


ssues sell for$20.00. The sample, yours 

nN ma you hundreds of extra dollars 

Jt a single idea Besides the sample, 

you w receive an unusually attractive intro- 
ductory offer. No obligation. No salesman. 
Attach one dollar to letterhead and mail today 
to Multi-Ad 


Peoria, Illinois 


services, Inc., 126 Walnut Street, 


For Complete Information Write Dept. R-7 


VARIGRAPH CO. + Madison 1, Wis. 


campaign for 
selected samples 


we 


ATTENTION 
GETTERS! 
DOUG MACK'S 
*““MOPPETS”’ a 
we available Ady 
low Priced. Ao 
Outline specific 


DOUGLAS MACK | 


1550 Church St., San That's a great presentation 
Francisco 14, Calif. you made of my idea 


ready-to-use 


Clearance Sale! J esis: 


GRAB BAG OF $4995 
‘CLIP BOOK’ ART Zi, 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


for ART * PRINTING * PHOTO « 
LITHO * SILK SCREEN © ENGI- 
NEERING 


Send for Catalog G 
LACEY-LUCI PRODUCTS CO. 
31 Central Ave. * Newark 2, N. J. 
DEALERS: Choice Territories Open 
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PHILADELPHIA 
AD: Robert Smith 
Agency: 
Photographer: 
Client: 


LOS ANGELES 
AD: Saul Bass 
Artists: Phyllis Tanne: 


Client: 


= 


¢ edance ty Maderns 
Byjantile 
CINCINNATI 
AD: William J. Mcl 
Agency: Farson & N 
Client: 


Why the sudden shift? Has this 
kind of ad lost its impact? Are they 
no longer being used? The latter 
is certainly not true, for even a 
casual study of Life, Saturday 
Evening Post or Ladies’ Home 
Journal gives evidence of the dom- 
ination of the big-picture ad. One 
recent issue, for example, shows 
that out of 51 full-page ads, 37 have 
one photograph occupying 
than 2/3ds of the area. 

Or is it that the art director is 


more 


bor the first lime in 3O years 
there's real news in toilet Soaps! 
Doodorunt action Puralin.a new 
Wworlet Ire client, permits the 
worlds most fimous deodorant soap 
tooffer bath to bath protection 
against offending... in a soap 
with a completely new fragrance... 
a soup truly Kind to skin. 
This is why a bath with new 
Lifebuoy containing Puralin makes 
all other bathing old fashioned. 


"Fomorrow Inorning or tonight 
tra a bath with new Lifebuoy 


and dance. 


TORONTO 
AD-Designer: 


Agency: 
Client: Lever 


ahead of the trend, has tired of the 
ad built around the big picture, 
and has abandoned it? Not per- 
haps in actual use, for advertising 
managers and account executives 
still have something to say about 
design, but when AD’s get by them- 
selves and pick their favorites, they 
turn from what they embraced so 
enthusiastically a year or two ago. 


> But what have they turned to? 
What is currently taking their 





KANSAS CITY 
AD-Artist: lol 
Agency: ; 
AT YOUR Client: Seidlitz 
mw SepuTz PAINT DEALER 
NE EEE 


MILWAUKEE PROCESS 


: LETTERING 
AD: Al Jacob: <a “a 

Artist: \\ Kasteli gh 
Client: Sc} 
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SPECIAL EFFECTS, SURPRINTIN 
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Camera magic 


Cu» 


that lifts type or art 


out of the commonplace, 


into the realm of the unusual— 
a PHILADELPHIA ° even to extremes! 
AD: Walter Reins: You dream up the effect — 
a y , i , we'll produce it mathematically 
Agency: N. W. Ayer & Sor and photographically perfect 
Photographer: Let your imagination run riot— 
: : then call us! 
Client: Bell Tel. System 
Send for Free Specimen Book AR 


FLEXO-LETTERING CO. INC. 


cook better 


a aaa x-marzx 


register 
AD: 


Wo eae ha 


Glendale 
X-marx printed 
mil register marks on 
HOT DOGS : self-adhering cellophane 
tape .. . for artists, 
designers, printers, engravers 
and photographers. 
DETROIT 
AD-Artist: 
Agency: 
Client: 


fancy? From a study of the col- 


x-ma 
lected award winners, there seems 


. . »] , c reo, is » 7 » . ) 
product being idvertised. on copy Wickets naisedieepdiacaamamte 
and the picture could often be in- hilelilien dale ek taiale tai 
terchanged with little or no effect ext, then eegly @ second mark 


to be only one conclusion—coyness 
and cuteness. Ad after ad is light, 
deft, airy, fantastic. No matter 
what the product, the approach 
seems to be whimsical. This, of 
course, is not true of every ad se- 
lected, but enough examples can 
be cited to back up this feeling 


on the message. Sometimes a weak on the overlay in register with 
pun, visual or otherwise, was used the first 
to lead from one to the other, but of perfect register everytime 
often this, too, had little relation- Enjoy the success and time 
ship with the product. SAVED WR A-ermrn 


Your work is assured 


; = Ask your art supply dealer or write direct for 
Assuming that one of the main FREE literature and sample 
functions of advertising is to sell, < 
* ; bienfang 
Too often, it seemed to us, the to persuade a prospect to specify ea ical 
’ ; B produc Corp metuchen, n 
artwork and the design of the ad brand A instead of brand B, 


oO} 
had little or nothing to do with the to realize that product C will meet 
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Photogra 


To wrap up extra 
sales, Peter Hand 
Brewery Co., 
Chicago, Ill., 
reproduces on its 
beer cans ‘‘wrap- 
around’’ lifelike 
color illustrations 
. . » made real by 
photography 
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Meister Brau gets extra attention wherever it’s sold 
with the “happy days” natural-color photographs repro- 
duced on cans as well as on 6- and 12-pack cartons. 


HEN Meister Brau beer cans 
were being redesigned, Peter 
Hand Brewery Co. looked to a 
romantic past for inspiration. They 
found their spark in the ancient art 
of decorating beer mugs. The new 
packaging, however, was executed 
the modern way ... by reproducing 
on each can a full-color photograph 
of a “happy days” situation. Ten 
different situations are used. 
Increased beer sales surpassed 
expectations. This, in spite of some 
130 competitors in the brewery’s 


six-state marketing area. Sales of 


phy makes the package 


Meister Brau in cans today account 
for a much greater proportion of 
Peter Hand’s total sales than is 
typical of the industry. 

Whatever your product or service 
might be, the chances are photog- 
raphy can help you do an equally 
effective promotional job. 

It will pay you to investigate how 
photography saves time, cuts costs, 
and gives you a fine-looking, con- 
vincing job. Check the list at the 
right for the many ways photog- 
raphy successfully serves advertising 
and selling. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


When your story must be appealing— 





Here are some of the ways Photography helps build sales 


Plans and Presentations —Slide films 
Movies—Easel presentations— Portfolios. 


Advertisements— Illustrations for magazines 
Newspaper— Direct mail—Sales and 
service literature—Calendars—Car cards 
Billboards. 
Market Research—Product application 
photos—Customers’ buying habits— Displays 
Merchandising ideas— Photocopying 
charts and reports. 
Merchandising— Displays— Background 
photos—Jumbo cut-outs—Installation o1 
application photos— Demonstrations. 
Television Production —Set backgrounds— 
Spot commercials— Animation. 
Printed Production— Illustrations 
‘Transparencies— Photoengraving 
Photocopying. 


Trade Shows — Background murals 
Motion pictures—Slide films—Descriptive 
booklets and pamphlets— Plant and 
product photos 
Sales Training and Service—Salesmen’s 
portfolios and bulletins —Sulls — Slides 
Movies— Installation and service manuals 
Customers’ instruction books 
Packaging —Product pictures— Labels 
“How to” explanations— Photo lettering 
Photo composition. 
Public Relations —Stockholder notices 
Employee papers— Institutional movies 
House organs— News releases—Slide films 
Administration— Office layout plans 
Progress reports— Office copying 
Microfilming of records for storing 


Miniature prints of ads for schedule boards 


—PHOTOGRAPHY does the job 


Would vou like this free 
booklet on Kodak new Color 
Print Material Type C? 
Eastman Kodak 
Company, Rochester 4, N. Y 
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essential art tools... 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils « Friskets « Silk Screen 
Retouching « Mat Cutting» Mon- 
tage « Etching « Scratchboard 
X-Acto Artist Knives, 


co Tools Art and Craft Sets 


18-45 VanDam Street, L.I.C. 1, N.Y. 


FREE! Buying Guide for 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
At0-Gra, 

} WIdPH 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 


nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 


space — uses over- 
head “dead” space. 


OivisiOn OF 


inc. 


Pao ay, 


NGEL, 


. 
728 Wash. Ave., S.E., Minneapolls 14, Minn 
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A 
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NATIONAL SK 


DENVER 
AD-Artist: rt 


Client: 


ASSOCIATION 








BOcny MouMraD 


DENVER 
AD.-Artist: 


Client: 


his need, is this kind of advertising 
performing this function? 


>If an 


anthropologist of the fu- 
ture tries to reconstruct our cul- 
ture from a selection of award- 
winning advertisements, what kind 
of a picture will he build up of 
our attitudes? Will he create the 


image of a society which is living 
comfortably, with a fat surplus of 
excess production, with everybody 
happy, but not too anxious, to sell? 






— ety cay, ; 

eS ona new sampie book 
ee ee available 
Sear ee 





DENVER 
AD: Gene Kran 
Agency: 
Photographer: 
Client: 





year 


Waa) 
Paras 


OS oy 
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» 


e? 
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oo nrtery fe 
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#02 MONTGOMERY AT JACKSON SQUAR 





SAN FRANCISCO 
AD: Don Smit 
Agency: Smith & 
Artist: i 
Client: 


It is hard to escape such a con- 
clusion. How badly does a 
pany want to sell if it 


com- 
puts out its 
product in a container which gives 
no indication of why a 
should purchase it, or of 
benefits of 
confines its 


prospect 
what the 
using it might be, but 
package design to a 
whimsical little cartoon which says 
nothing, which is of no help to the 
buyer in making his selection? 

Of course, when 
and 


you 
pinned 


are not 


hemmed _ in down by 





RESSER INDUSTRIBS — 
ANNUAL REPORT 1967 — 
4 


on. OO 
~ @a*: wot. ss | 
DALLAS-FORT WORTH 


Here's dependable all-weather power AD-Artist: Walter Ender 


| 


LOUIS ALLIS 


MILWAUKEE 
AD.-Artist: é 


Agency: Hoffman & 
Client: 


Convert Biavesniee Stptes 


NASHVILLE 

AD: Richard W 1 
Artist: Bill Gre 

Photographer: S} 


Client: 


LOS ANGELES PORTLAND, OREGON Y 
ADs: Robert Wheeler 4 Artists: ié& SI é 
Agency: Young & Rubican Agency: 
Photographer: John Stewa: Client: Na 

Client: F 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


ad Od ee oe 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dent. J-6 2 Telephone: MI chigan 2-5651 


Fran PRODUCTS FOR YOUR 


Alara 


</ TV AND ART DEPT. 
“STORYBOARD” PAD >——— 


The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x 17” 2.50 
(50 Sheets—4 Segments on Sheet) 

No. 72 E—Pocket Size 6% x 81%” 
(50 Sheets—1 Segment on Shee!) 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin 
ary pencil line vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead 
200-page catalog of art 
plies. “An Encyclopedia 
Artists Materials’. 


Tithe le 


Vee SO Ue Oe 
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* Highest Honor 
Conferred by the . 
Professional a 
Photographers of B/1/] 
America, Inc é a7 / 





Mi Lone heads the 
Fabry Company 


ustration studio of Kaufmann & 
Chicago commercial pt otographe rs. He 
s recognized as one of the finest photographic illustrators 
in the country. Why not contact Del Long at Kaufmann 


© Fabry for vour next dlustrative 





assigniicnt 


KAUFMANN & FABRY CO. 


All Your Photographic Needs Under ONE ROOF! 


425 SOUTH WABASH AVENUE., CHICAGO 5, 
HArrison 7-3135 





ILLINOIS 


om 


FOR ACCURACY 
DEPENDABILITY 


Biggest Values On The Market 


yf Y gr *conomy 
Largest Work Areas— (( ‘Omvia 
IF 
Smallest Floor Space JS ijpucikon’ 


fF 
Am AL MODEL"B” PP 
— pAmena LOWEST COST | ‘ne 
Sy © é UNIT ON MARKET . 


Iix!l4 viewing area 
MODEL “A 18x22 floor area 


17x21 copyboard 
400% enlargement 


: and reduction 
Mounted on Casters 
for mobility 


PROJECTS ANYTHING OPAQUE, 
TRANSPARENT OR THREE 
DIMENSIONAL 400% IN TRUE 
COLOR, THRU AND UPON THE © 
WORKING SURFACE WITHOUT 
HAND SHADOW AND IN PERFECT 
DETAIL. ALSO MAKES LINE OR } 















j $285.00 f.o.b 


HALFTONE NEGATIVES, 
VELOXES, PHOTOCOPIES, SILK 
SCREEN POSITIVES. 


EXCLUSIVE FEATURES: 


® 


Viewing or Focal Plate Area—24x24” | 
Copyboard area—27x32” 

Floor Area—29x36” 

Parallel adjustments for accuracy 
Mounted on Casters for Mobility 
Pressure back for photo functions 
included in price 


Projects qm copy, transparencies, 
directly onto the 23x31 drawing board 
allowina the operator to work on 
finished drawings, eliminate transferring. 
400%, enlargement, 
450% reduction. 
Image can also be 
projected onto 

wall for greater 










@ No extras enlargements 
and copy can 

$498.00 be flopped. 

ee es $645.00 


Tabour-Tray makes any table a Tabouret ~ $4.98 


Write for Bulletin #101 with complete information about 
, the sensational Models "A", '’B'’ and "'C". 
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such sordid considerations, a de- 
signer or an art director can have 
lots more fun, and the reader may 
be amused, too. But is he moved 
closer to a purchase? 

Will the award winners a year 
from now reflect the more com- 
petitive nature of today’s market, 
or will the art directors continue 
to go their own way, 
supporting, sometimes paralleling, 
and sometimes, perhaps, ignoring 
the needs of the merchandiser? 44 


sometimes 


New Unit Keeps Water 
Colors Moist for Weeks 


At last, an artist has come up 
with a solution to one of the artist's 
major time-wasting and 
wasting annoyances—the 
mixing of water colors. 

John S. Osler, Osler Products, 
Birmingham, Mich., has introduced 
a palette with a built-in storage 
unit said to keep water 
for weeks on end. 
trade name 


money- 
constant 


colors moist 
Sold under the 
“Artesian Palette,” the 
key feature of the device is a set of 
porous, ceramic paint well units 
which rest in a water reservoir of 
heavy vacuum-formed plastic. Paint 
in the wells stays moist by drawing 
water from the reservoir by capil- 
lary action, replacing moisture lost 
through evaporation. A _ felt-lined 
humicap seals the reservoir when 
the paint is not in use. 

The Artesian Palette is sold in 
three models—a 13x18” professional 
model containing four sectioned 
paint well units and four porcelain 
enamel mixing palettes; a 
model, one half the size, 


studio 
with two 


paint well units and two palettes: 
and a storage reservoir. 

The Artesian Palette is designed 
not only for water colors, but for all 
water soluble colors. 

. for more details circle 624, page 113 





Color Saver . 


ink well unit 


Artesian Palette features 
set in reservoir for keeping 
mixed colors moist. 













WISE 
ARTISTS 
INSIST ON 


Cc ratt f nt uy ~ Looking for Art Papers and 


Art Pads? Craftint has them! 
ART PAPERS 
and 
ART PAD 


4 
S 
New Viewing Table Uses 
Ordinary Glass Top for every 










Such variety! Such quality! 





lar| riced! 
Can't you find anything better to do? And so popularly p 


Craftint Art Papers mean 
perfect drawing surfaces for 
every art requirement! Firm 
finishes that assure perfect 


results with ink...water col- 
A newly designed layout and | Art 


viewing table, that permits the op- | > 
erator to work comfortably while | Requirement 
seated or standing, has been intro- | 
duced by Leedal Inc., 2929 S. Hal- | 
sted St., Chicago. pick the pad that suits you 
The table features a special, un- | 
breakable light diffusion material 
which can be used in conjunction Charcoal... Bristol... Manila 
with an ordinary clear glass top. 
The diffusion material is said to be | 
cool, powerful and non-glaring and 
to give even light diffusion over the 
entire working area. Additional fea- 
tures include double footrests, ad- 
justable feet, adjustable chrome 
plated straight edges and easily ac- 
cessible fluorescent tubes. 


ors...crayon... temperas 
... pencil! The variety in 


Craftint Art Pads lets you 


best! Tracing... Layout... 















... News... Bond... Acetate 






... Palet-Pads... Drawing 







and Sketching Books! Ama- 







teurs and professionals 






agree on Craftint.... for 





perfection in quality! 


The tables come in six sizes from 


21x25’ to 61x81’. Also available are THE CRAFTINT MFG. COMPANY 
a “tilt top” model and an accessory NEW YORK + CLEVELAND + CHICAGO 
shelf that fits onto the side of the eT ee 

unit. 44 


1615 Collamer Ave. Cleveland 10, Ohio 





Portable Viewer Can be 
Used As Picture Frame At art dealers everywhere! 






A transparency illuminator small 
enough to be carried in a brief case 


and said to give even light diffusion ; Dikene’s: cathe tle 

and never heat up has been intro- Complete Photo Services AG j RLII! 
duced by Ideax Illuminator Co. Inc., si saute low se y J te 8 oe 
New York. The illuminator meas- "* aie teeaiaaialan Prints Write for brochure 
ures less than 2” at the thickest ‘ J of Advertising PIN-UPS 
point and weighs less than three WAL 1Z ee eae | enterprise photos 


pounds. It has 13 basic operating | box 6873-¢ © dallas 19, texas 

positions on table, desk or draw- 

ing board and can be hung on the ; 
wall as a frame for an illuminated 
picture. 




























The viewer, made of polystyrene, 


WE MAKE LINE ART @ A STUD Lele ay 
has a picture frame type construc- OF ANY PACKAGE By * 
tion which makes it suitable for for ONLY $14.25 each 
permanent displays as well as for Just send empty package 


TA as : indicate view desired. 
viewing, retouching, layout and and indicate | 
5 5 : Delivery within one week! Ujtsmege 


NULART Sewice BOX 200 


A A Nf H i} 






re 





stripping. 


STIVERS STUDIO 
. for more details circle 625, page 113 a ALIFORNIA 


+ DANVILLE, ILL. 
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The movie camera that leads the pack: Brownie Movie Camera, //2.3, only $29.95 list 


price—as seen on the Ed Sullivan Show. Other Kodak movie cameras to $445 list. 


Get more ‘sell-power’ with Kodak premiums! 


Take the Brownie Movie Camera (illustrated) famous best-buys—the exciting Brownie Bullet 
for example: this heavily promoted value lets Camera, a premium special at just $3.95 list 
vou cash in on America’s fastest growing ... Kodak Pony II Camera—a 35mm precision 
hobby—home moviemaking! miniature at only $26.75 list . . . the thrilling 
Your promotion dollars go further—sell more new Kodak Retina Reflex Camera . . . and 
—with Kodak premiums. They are pre-sold to many more. 
your customers and prospects by national mag- These ‘‘most-wanted’> Kodak premiums 
azine and newspaper advertising and by top- range in retail value from $3.95 to $850... rep- 
rated TV personalities like Ed Sullivan and resent the best in low-cost consumer premiums 
Ozzie and Harriet Nelson. as well as high-value business premiums. 
You'll find promotion values galore in Learn how you can cash in on the popularity 
Kodak's full product line. Includes these other of Kodak premiums. Mail coupon today. 


EASTMAN KODAK COMPANY...Rochester 4, N. Y. 


MAIL COUPON TODAY -—————-————————--——-—-—--—- 


Prices are list, include Federal Tax, and 
are subject to change without notice 


EASTMAN KODAK COMPANY 
Premium Sales Office, Rochester 4, N. Y. 


GENTLEMEN: Please send me more details on promotion opportunities with Kodak premiums. 299.6 


Name 


insane tae —isodalis. 
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Choose Your Prize This assortment of entry blanks shows For these national contests, the prizes, of 


course, must be 
how prizes can be selected to appeal to a specific audience 


large enough to have a wide appeal 


Prize 


How to Pick a 


Picking the right prize is 
an important factor in the 


success of a contest. It 


must be big enough and of 
the right appeal to attract 
the right kind of contest- 
ant, yet not so expensive 
as to rob the promotion of 
all profit. 


By S. Jay Reiner 
President, S. Jay Reiner Co. Inc 


Contest and merchandise consultant 


Probably the most beautiful word 
in the English language is the word 
“free.” Advertisers have recognized 
its potential power for a long time. 
It is no wonder, then, that one of 
the soundest and surest of adver- 
tising vehicles is a contest. 

For its effectiveness as advertis- 
ing, a contest depends on its “free” 
element—the Whether the 


immediate 


prizes. 


contest aims at sales, 


long-range product identification, 


or any of the multiple purposes of 
advertising, its appeal 
around the attractiveness of the 
prizes. And the magic of the word 
“free” works only within a care- 
fully planned = and 
built prize structure. 


revolves 


painstakingly 


> The prize structure of a contest 
is determined by the following con- 
siderations: 


1. The scope of the contest. 
Regional and local contests require 
smaller prize structures than na- 
tional contests if they are to pay 
off in proportion to their cost as 
effective advertising for both the 
sponsor and supplier. 

A prize structure for a regional 
or local contest need not be as im- 
pressive, for instance, as a $100,000 
array of prizes for a national pro- 
motion. 

An important factor determining 
the size of a contest’s prize struc- 
ture is the number of entries aimed 
at. The extent of the advertising 
and promotion of the contest will 
influence the scope of the contest 
By the same token, it will also re- 
flect itself in the type of prize 
structure that is arranged. 


2. Intended Audience 
tests appeal to absolutely 


... Few con- 
every- 
body, or are intended to. Just as 
the sponsor’s product and his ad- 
vertising in all media appeal to 
a certain definite segment of the 
population, so too must the contest 
and prize structure be built. A con- 
test is successful if it appeals to 
and reaches the maximum specific 
audience for its particular product 

in other words, the largest possi- 
ble number of people among the 
most likely customers for the prod- 
uct. The prizes must be selected 
with this maximum specific audi- 
ence in mind. Only those prizes that 
would have appeal to this particu- 
lar audience have a place in the 
contest. 

For this reason, in Rexall’s “Su- 
per Plenamins $100,000 
stakes” we provided 


Sweep- 
1,439 prizes, 
including three trips to Brazil, an 
automobile, fifteen pianos, and such 
varied items as sewing machines, 
gas ranges, china sets, movie out- 
fits, golf sets, fishing outfits, power 
tools, bicycles and tricycles 
appealing to 


prizes 
men, women and 
young people, and potential Rexall 


customers and consumers 


Premiums, Prizes & Specialties © 95 





For Calumet Baking Powder’s 
$35,000 “houseful-of-prizes” con- 
test, on the other hand, directed at 
the housewife only, we set up this 
prize structure: gas range, sewing 
machine, dinnerware, toasters, salad 
cutters, broilers, lighting fixtures, 
and electric knife sharpeners—525 
prizes, all in the home appliance 
category. 


3. Desirability of Prizes Once 
the scope of the contest and its in- 
tended audience are clearly defined, 
prizes should be selected to meet 
the requirements. Luxury is prob- 
ably the most universally desirable 
quality in prizes. But the desira- 
bility of prizes is a relative thing, 
and it changes. What might be a 
natural grand prize for one contest 
may very well be a dud in another. 
Such an ephemeral thing as de- 


sirability of prizes must depend 
on current taste. Today, swimming 
pools, travel, high fidelity sets, 


color television sets and boats, and 
similar high luxury 
most popular. 


prizes, are 


4. Theme of contest While it 
is not always possible, it is always 
wise to try to fit the prizes to the 
contest. A unified contest-prize 
structure adds a dimension of sig- 
nificance to a contest and enhances 
its appeal. In addition, it strength- 









LOOK MOM, 
he has a 


BALLOON ! 


All You Need to Know 
About Balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


ideas © Sample Balloons 
Price List 
Imprint Work Sheet 























Get it for your files now! 





ens the identification of the spon- 
sor’s product with an emotion or 
an idea that is in direct line with 
his long-range advertising mes- 
sage. 

Johnson & Johnson offered trips 
to England and Sherwood Forest 
as top prizes in its Robin Hood 
Jingle Contest, tying in the spon- 
sor’s product and the sponsor’s big 
network television show with the 
contest’s prize structure. 

For Chef Boy-ar-dee Products 
we developed a theme which was 
a direct tie-in with the Italian 
flavor of the company. Top prizes 
were “Holidays in Italy.” 


5S. Timeliness Consumer in- 
terest raises and lowers the appeal 
of certain prizes at given times. 
The appeal must be alive at the 
very moment of the contest—not 
at its close nor at the time of the 
awarding of the prizes. It must be 
remembered that the most vital 
function of the prize structure is 
to invite participation in the con- 
test. The timeliness of the prizes 
must be for here and now, not for 
some later date. 


6. Public Relations . .. In its ad- 


vertising effectiveness, every con- 


test and every prize structure has 
public relations value. Some prize 
structures, 


however, are planned 


After he saw Johnny 
with one, he INSISTED 
we shopHERE ! 


ea eae 














Requested by 





‘ 

The PIONEER Rubber Company ; 
Advertising Balloon Division 1 
410 Tiffin Road, Willard, Ohio ; 
Please send me your FREE ‘‘Advertis- 1 
ing Balloon Fact Pack’’. | want to run 1 

it up the flag pole to see who salutes! 1 

' 

Firm ; 
Address : 
ee ; 
i 

' 

' 

‘ 


Or phone Betty Wolfe at Willard 3-2211 to order. 


for an added p.r. or publicity 
flourish. They lend stature to the 
contest, add invaluable publicity to 
the results of the campaign, and 
gain additional exposure in im- 
portant media not covered by the 
contest’s own advertising—rounding 
out a most effective, fully saturated 
campaign. 


>» An example of well coordinated 
prize structure embodying all these 
considerations is the one devised 
for the Gulf Contest that closed on 
October 31, 1956. Our prizes con- 
sisted of sports cars, kitchen ranges, 


color television sets, boats and 
trailers, washer-dryer sets, high 
fidelity sets, shotguns with case, 


fishing nets, and as the grand prize, 
a palace on the Riviera for a 30- 
day all expense paid vacation for 
two, with $200 per day spending 
money. 

The elaborateness of the prizes 
are in line with Gulf’s scope and 
with the contest’s extensive adver- 
tising and promotion. The audience 
at which the contest was directed 
is the large, seemingly unlimited 
“public.” Yet the appeal to even 
such a public must be narrowed 
down as closely as possible. Like 
many large-scale consumer prizes, 
the appeal must be to the entire 
family, to all the individuals in it. 
Thus the grand prize and many 
other prizes were designed to at- 
tract both men and women: while 


a kitchen and other furnishings 
were primarily for women, and 
sport cars, boats, and guns pri- 


marily for men. 

For this reason, “Live the Life 
of Riley in a Palace on the Riviera’”’ 
gave the Gulf Contest wide appeal. 
The aura of good living, presented 
in a new, exciting and unique 
form, was a beautiful example of 
enhancing the desirability of a 
prize by wrapping it in a most at- 
tractive package. 

Ideal, too, was the unity of prod- 
uct and contest that was achieved 
by the prize structure. “Life of 
Riley” was the network television 
show sponsored by Gulf. Thus, con- 
test and show were able to 
strengthen, promote and advertise 
one another—and to identify the 
life of Riley with the sponsor's 
product, Gulf No-Nox gasoline, 
which was the subject of the con- 
test’s jingle. 

The unusual aspects of the grand 
prize lent themselves to a good 
deal of invaluable public relations 
exploitation. The human _ interest 
in an American man and his wife 
awarded a palace on the Riviera 
resulted in a mountain of publicity 
for the contest and its sponsor long 
after the close of the contest. 44 


















<«M-J Stickability 


M-J Old Tavern gives you 





perfect gummings for perfect performance — 


ini . — Water Soluble Adhesives 


Just wet and set on the surface desired. Dextrine, 
animal and specialty glues for adhesion to china, glass, 
paper, leather, rubber, porcelain, wood, fabric, masonite, 
plastic, and other surfaces. 






OS mre is - — 
ae See, 
os — ss Heat Seal Adhesives 
‘ a ON! .. . in an instant — sticks forever. Your 


“old faithful” for the moisture-proof surfaces of to- 
day’s modern packaging — cellophane, saran, paper 
board, glassine, most textiles and fabrics. 


Dry-Stik Adhesives 


No moistening — just peel off the protective back- 
ing. Sticks to most clean, dry, hard, smooth surfaces — 
glass, porcelain, baked enamel, wood, chrome, stainless 
steel, aluminum, most plastics. 


Only M-J gives you perfect performance 
on both sides of the label 


eee ASK YOUR M-J PAPER MERCHANT FOR 


S 


» these other famous M-J label surfaces this wide selection of M-J gummings 
UNCOATED WHITES COLORED MEDIUMS WATER SOLUBLE—AIll the standard Dextrine and Animal 
COATED WHITES COLORED PLATEDS glues, plus Peelable, Tropical and other specialty gummings. 

SPECIALTY PAPERS HEAT SEAL DRY STIK 


... the sign of the most complete label line 


LUDLOW PAPERS, INC. 


Fine Papers Division 
FINE PAPERS Brookfield, Massachusetts 





Medium Growing Up... 


Better Premiums 
Tempt Buyers at Show 


Twenty-five years of struggle for 
recognition as a respectable part of 
advertising came to a culmination at 
the National Premium Buyer’s Ex- 
position in Chicago this April. 

A far cry from the early pioneer 
days, when a “premium man” was 
considered just one shade off the 
carnival route, this year’s exhibitors 
at the Silver Anniversary Show 
read like a who’s who rating straight 
out of Dun and Bradstreet. 

Practically two out of every three 
booths at Navy Pier were occupied 
by such nationally known company 
names as Waring, Eastman Kodak, 
Smith-Corona, Lionel, RCA Victor, 
Columbia, Leed’s, Westinghouse, 
Philco, and a host of others equally 
known for “blue-ribbon” quality. 

While, at first glance, this showing 
by famous-brand companies might 
indicate the fading away of the 
smaller premium companies, we 
don’t believe it. Rather, it seems to 
us that the big company’s willing- 
ness to enter the premium field 
part of an over-all sales effort indi- 
cates confidence that the premium 
is here to stay and will grow in im- 
portance as a valuable sales aid. 
’ Some of these have 
manufactured especially for 
the premium field, such as Eastman 
Kodak with its “Bullet” camera, 
and Hamilton Mfg. Corp. with its 
premium-quality bridge set. Others 
have entered the field “as is” with 
premium plans or sales talks aimed 
at being accepted by the “incentive” 
buyers. 

So fast has the premium field 
grown in the past few years, it was 
apparent that many of the big com- 
panies had entered without any real 
plans as to how to handle them- 
selves in this for them new 
field and were, more or less, ex- 
hibiting with the hope of finding 
guideposts at the show to greater 


sales. 


companies 
items 


This was evidenced, primarily, by 
a lack of being prepared in some 
instances as to sales literature, 
sales talks, ete. 

Nevertheless the 
sold 


national, 
these 


pre- 
acceptance companies 
have gained through consumer ad- 
vertising is bound to aid not only 
their own products in premium pro- 
grams, but the entire premium field 


by greater consumer 
premiums in general. 


acceptance of 


> Two of the most interesting of the 
newcomers in the field were Tie-Tie 
Gift Wraps, New York, exhibiting 
premium packages of its products, 
and Noble Popcorn Farms, Sac City, 
Ia. 

The Noble Popcorn exhibit was 
intensely interesting, not only be- 
cause the idea of popcorn being a 
premium was most unusual, but be- 
cause of the clever way the com- 
pany had handled its product. 

By intelligent packaging, the 
Noble Farms people have taken pop- 
corn out of the ordinary and put it 
into the food delicacy class. Terrific 
for the executive gift field, the 
Noble package contains not only fine 
popcorn, but a special popper, spe- 
cial oil, salt developed especially for 
seasoning this product, paper 
to serve it in, and measuring cups. 
Evidence of a_ possible premium 
program was seen in _ distinctive 
bowls in both serving and individual 
size that were also available with 
or without the kits. 

The variety of prices and type of 
items exhibited in the show is well- 
represented in our editorial round- 
up, which ranges from kitchen prac- 
ticalities for mere pennies to ex- 
travagantly expensive in the 


bucks” 


bags 


“many 
class. 


Premium from Paris 


© Pedigreed Premiums Fluffy 
French poodles flown directly from 
Paris to U.S. buyers are the latest 
in imported premiums. These el- 
egant young emigres are 7 to 12 
weeks old and so purebred they can 


be registered with the American 


ja40;e416 


EIGHTEEN STYLES 


OS80-t YM | 'A'N “SAY Hiscis 22 3 1d30 O09 431137 39VvyH9 


Send tor free samples and catalog 


BACON KNOWS 


MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
fielc as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No. 56 
‘How Business Uses Clippings” 


BACON’S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Illinois 
WA bash 2-8419 


Stik-a. letter dc; . 


« 
PROFESSIONAL 
LETTERING 
TECHNIQUE 


The Stik-a-letter Co. Rt. 2 - Box 286, Escondido, Calif 


ENAMELED BLANKS 


eTackers Real Estate ° Traffic Control 
*Circles @ License Plate ¢ Steel * Aluminum 
© 32 Ga.to 14 Ga. All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, O0HI0 
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Kennel Club. Happy, healthy and 
aristocratic, each pup arrives beau- 
tifully clipped and pedicured in the 
latest Parisian style. Accompanying 
the poodle is its own collar, leash, 
and sweater plus a “welcome bas- 
ket” for its new owner that is 
crammed full of surprise gift items 
from France. 

William R. Roach, World-Wide Doll 

Club iInc., Greenvale, L.I., N.Y. 
@ Thomas Electronic Organ ...A 
newcomer to the premium field, first 
showings of the Thomas Electronic 
Organ included five models of the 
line, with the list price beginning at 
$695. A high-quality, prestige line, 
it was suggested for prizes, sales in- 
centives and dealer promotions. 


Chicago Sales Engineering, One N. 
la Grange Rd., La Grange, Ill. 


e Aladdin Car-Hop .. . Easier car 
snacks are available with this handy 
device that securely holds a pop 
bottle, glass, etc. Made of solid steel, 
the Car-Hop is available in one 
style that slips under any strip of 
interior trim, and another that is 
formed to fit over the window ledge. 
This model is made for trucks and 
cars that have no interior trim. Price 
for both models in colorful painted 
steel is 88c. Also available are 
chrome-plated models for $1.79. 


Aladdin Laboratories Inc., 620 S. 8th 
St., Minneapolis 


Plastic Tray 
Delivers card 
shapes in ice or 


gelatin dessert 


© Party Ice Tray A tray that 
can freeze 20 ice “cubes” or mold 
gelatin desserts in an assortment of 
heart, diamond, spade and club 
shapes. Molded of Spencer’s Poly- 
Eth, the tray is 5xllx1” and needs 
only a twist to free the ice or gela- 
tin. Available in pink or white, each 
tray is packaged in a clear, printed 
poly bag. Retail price is 49c. 


Como Plastics Inc., Columbus, Ind. 


® Hi-Fi Coaster Album Music 
to the ears of today’s hostess are 
these coasters in the form of minia- 
ture phonograph records. They look 
like the real thing and come packed 
in a miniature album. Coasters are 
made of hi-impact styrene and deep 
grooves catch drippings and raise 





tumblers off bottom of coaster. The 
album is 412x4x5s” over-all, while 
ebony coasters are 314” diameter 
with 144” center areas for color ad 
imprint. Prices range from 85c to 
$1.50 on a sliding scale order basis. 


Nue-Lline Sales Mfg. Corp., 3046 
Glendale Bivd., Los Angeles 39 


@ Natcco Frigi-nette ...a new 
portable cooler that looks and car- 
ries like a suitcase. Made of one- 
piece, lightweight aluminum, the 
Frigi-nette opens up into two stor- 
age compartments that hold enough 
food for a family of eight. Consider- 
ably more compact than chest-type 
coolers, the unit comes equipped 
with its own dry refrigerant. Fully 
insulated, it is rustproof and easy to 
clean. List price is $28.95. 


National Steel Cabinet Co., 2415 N. 
Pulaski Rd., Chicago 39 


GETTING poor results from your 
printed efforts? Take a hard 
look at your typography—is it 
dull and monotonous? Give 
it shine and character. 


Bil eadlines tell part of the 
story—you get the full story in 

the body copy. But it won’t get read 
if it is hard to read— 

SERVICE set copy is easy on 





Comic Book Encyclopedia 





® World Picture Encyclopedia 
the eyes and it sells. The popular comic book formula 
that dramatizes education instead of 
Dick Tracy. Highly accurate, the 
books are filled with color-cartoons 
INTERESTING layout makes part of a good ad. that entertain while they inform. 
The World Picture Encyclopedia is 

Typography makes up a good part too. See the 


B ; available in 72 volumes, each one 
difference it makes in your next ad. the same size, format, and price as 
Have it SERVICE set! an ordinary comic book. 
Premium Sales Co., 262 Mott St., 
New York. 


SERVICE typographers, inc. 
723 S. Wells Street + Chicago 7, lilinois 
HArrison 77-8560 


“Where 
typesetting 
is still an art”’ 


@ Fish and Paint Set Foam 
rubber fun for the kids in a set that 
doubles in play value. Ten assorted 
vegetable dyes and paint brushes in 
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em 












the set enable the kids to paint the 
foam rubber fish and turtle models, 
wash them clean, and paint ‘em 
again. When tired of that, they'll 
find everything they need — fold- 
up aquarium to hold the fish, poles, 
lines and magnets — for an oldtime 
fishing game. 


Toys iInc., 316 Court Av., Des 
Moines, ta. 


ct 
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: -mj| the “‘se/ling-est’’ displays 
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are powered 












by dependable 


SNYDER @ BLACK 
® World’s Smallest Radio ... Ap- 


peal for all ages in a fully-assem- Bee Se 


bled radio that fits in the palm of TIMING MOTORS 


the hand. Built without batteries, 
tubes etc., the radio works by at- 
taching the clip to any metal 
grounding. A_ thread-type’_ tuner 
permits “fine” tuning, and an at- 
tached speaker fits into the ear for 
private listening. Available in color- Precision engineering and 
ful plastic, the radio — individually rigid quality control as- 
packaged — lists for $2.67. EINBON FREEMAN C. sure dependable, trouble- 
Bronson Products Co., 5154 N. Clark Iree power. 


St., Chicago 40. AT UL AMO CSA arproven 


@ Solid Gold Premiums ... An- Me: -pramagenaers 
other quality “first” for the premi- 
um field is the series of 14K gold 
cuff links being offered to the dealer 
at a price range from $6.50 to $10 a 
pair. Not a “featherweight” line, 
these links are a full 0.025” thick. 
The wing-backs also are entirely of 
14K gold. The line is available in a PAULL CORPORATION 
choice of over 50 numbers in rounds, 

squares, ovals, cushions and rec- 

tangulars. Matching tie-slides are we 
also available at $5.75 each. & 


Avedon Mfg. Corp., 54 W. 21st St., 
New York 10. 


SYNCHRON—the 
proven name in P.O.P. 
motion—built by Hansen, 
recognized as quality 
leader in timing motors. 
























Super Hi-Torque Timing Motor 

Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at | RPM. 





Hi-Torque Timing Motor 

For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at 1 RPM. Can be adapted to any special type of 
motion display. 











@ Personal License Plates .. . Bi- 
cycle name-plates to match Dad’s 
auto tags. Each 7x212” steel plate is 
embossed in 114” letters, spelling 
out the young owner's first name. 
The plates are available in the same 
colors chosen for state automobile 
plates. Advertised in the consumer 
field at $1 each, these plates have 
entered the premium field at a price 
of 50c each, postage-paid. 

Berger Products Co., 628 Race St., 
Philadelphia 6. 


YI » ; 
A r a W* Workhorse of the Industry 


Ne » OVER 50 YEARS OF SERVICE 













ESTABLISHED 1907 PRINCETON 11, IND. 







Hansen Representatives The | C 


Oa something OTM LLM advertising li 





c 





sting 


Can fit 






Call or write today for details abour the 
promotional piece which is completely new! 


Je 1) brea 
Personalized Plates 612 N. Michigan, Chicago 11, Ill. 
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r 
it Terter gadgets by Bette Macon 
giveaways AR Associate Editor 
perfectly oro i 
package A review of the advertising spe- 
scaled-down ee cialty field, as seen in the Chicago 


Spring Shows of the Advertising 
“Rien, Specialty Guild at the LaSalle and 
<< | the Advertisin Specialty Natl. 
<b g p y 

Assn. at the Palmer House, points 
to very healthy signs of maturity in 


| the field. 


The former 


Wh Te A 


“closed door” attitude 


YY of suspicion toward other advertis- 

a a ing media has died out for the most 

aeeiee an agh. ; aie aie \. snips | part, to be replaced with a very en- 
ee oe oe YQ couraging trend toward aligning 


with other fields of advertising. 

Very definite evidence of this 
recognition that the ad_ specialty 
field cannot stand by itself was seen 
not only in the ad specialties that 
were designed especially for direct 
mail use, but also the field’s grow- 
ing tendency to supply proper pack- 
aging for many of the specialties. 
And going along with all of this 

was the field’s attitude toward the 

condition of business in general. 
| Predominantly, the feeling of the 
ad specialty men is one of practical 
optimism, backed up by construc- 
tive action. Any slow-down in sales 
is being fought by better deals, 
more effective selling tools, and in 
the specialties themselves. 


Write, wire, phone 

TODAY for samples 

of GRC miniatures and prices. 
GRIES oo com. 
it d Small Die Castin 
3 dale ee ew Rochelle, N. Y. 
NEw Rochelle 3-8600 


aah 
a 


for 


BRONZE 
PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
reasonably priced solid bronze 

plaques—nameplates, awards, 
testimonials, honor rolls, me- 
morials, markers. 























Write for FREE 
Brochure A 

For trophy medal, | 
cup ideas ask for } 
Brochure B. 





> Most outstanding in this area was 
TRE asdh UALOL) Vamsi) cane c]0 a OO Om the “PTSSK” kit from Sparky of 
Chicago. Sparky’s answer to any re- 
cession talk was an acetate- 
covered box containing a salesman’s 
“Positive Thinking — Sales Stimu- 
lating AdKerchief Wardrobe.” Con- 
taining 12 handkerchiefs, each bear- 


Dept. A-57, 150 West 22 St., New York 11 


Want Information? News? 


Burrelle's will supply clippings 


from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 





Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


14 E. Jackson Bivd., Chicago 4, II! 
Phone WA 2-5371 


RINTED PREMIUMS:SALES AIDS-SPECIAL DESIGN 


DIAL: AID 


uv 


TRADE MARK 





CONVENTIONS 
SMOHS 30VUL 


FUN. DIALS *BAR-B-Q-AlD-RECIPES « SPORTS Inspirational Set . . . No matter what the 


need, there’s a hanky with a motto to 
aA, UW Pial-O-Rama. 


PTivERi a ae. aU kal rene Ls match the mood in this salesman’s kit. 
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Mood is Optimistic .. . 


Ad Speciality Men 
Ready with New items 


ing a different message, the kit has 
an answer for practically every 
sales message starting with the 
cheery “Business is Great” slogan 
to a stream of cryptic initials 
“THININ” meaning “Tomorrow, 
h—l, I need it now!” 

As for the rest of the crop, the 
old time “tinselly tripe” that black- 
ened the specialty field in former 
years is fading out, to be replaced 
with items of practical value and 
merit. Even the very low cost spe- 
cialties now seem to be well made 
and offer benefits above and beyond 
the fact that they were free to the 
ultimate recipient. 


> When _ choosing representative 
items from the shows for an AR 
roundup, we stuck to two rules. 
The items had to be low in cost and 
available with imprint. This auto- 


matically ruled out the executive 
gift lines, which — for lack of any 
other place to go — are still an 


important part of both the premium 
and specialty shows. However, many 
of these gift items will be repre- 
sented in AR’s annual, three-month 
roundup of Christmas gift sugges- 
tions starting in September. 

The following are items which 
AR considered fairly representative 
of the two shows and the specialty 
field in general for 1958. These items 
are all available through advertising 
specialty counsellors. 


© New Rest-A-Phone . colored 
to match the modern color tele- 
phones, the Rest-A-Phone leaves 
both hands free while keeping 
phone snugly at ear. Made of dura- 
ble Tenite plastic, the unit weighs 
only one ounce, clips on most 
phones in five seconds and is gift- 
packed, complete with instructions. 
Price, per individual unit, is $1.50 to 
$1.12. Imprinting is available. Rest- 
4-Phone Co., P.O. Box 10554, Dal- 


las 7 


©@ Magnebox a colorful poly- 
styrene box with practical magic ina 
magnetic arm which lifts the con- 
tents right up to the fingertips. It 
can be used for straight pins, bobby 
pins, paper clips, nails, screws, 
tacks, fishing flies, hooks, etc. Avail- 
able in jet black, metallic bronze, or 
teal blue with four lines of imprint 





in gold, silver, or any standard 
color. Measures 4x2%4” over-all. 
Packed in individual folding boxes, 
Magnebox prices are 76c for orders 
less than 100 to 49c for lots of 5,000 
and up. A. R. Denzer & Co., 67 S. 
Lexington Av., White Plains, N.Y. 


© Litterbags . . . For reformed lit- 
terbugs, a handy auto bag to hold 
the traveling debris as you cruise 
down the highway. Made of durable 
bleached kraft paper, with two-inch 
gusset openings, the 8x2x9'” bags 
are priced from 3c to 1.85c for or- 
ders ranging from 1,000 to 100,000. 
Additional colors of white, pink, 
yellow, gray or tan are available at 
a 10% increase in prices listed. Cus- 
tom copy is available in any quan- 
tity at extra net cost of artwork and 
plates. The Angelus Line, 5862 Hol- 
lywood Blwvd., Hollywood 28 


@ Pic-A-Tee ...A golfer’s special- 
ty that keeps the tees always at 
hand, ready for use. Four plastic 
golf tees hang from holder and snap 
off for easy use. Ad copy on tee- 
holder is constantly in — sight 
throughout the game. Available in 
red, yellow, white; solid or assorted, 
in durable, high-impact styrene. 
Over-all size of tees and holder 
measures 3°gx2!o”. Prices are from 
734c to 23c depending on size of or- 
der. Nue-Line Sales Mfg. Corp., 
3046 Glendale Blvd., Los Angeles 
39 


e Map Measure Key Tag ...a key 
tag with a rolling measuring device 
that permits accurate computing of 
distances between two points on 
any road map. The unit is made up 
in a two-tone maroon and gray and 
comes packaged in individual en- 
velopes with complete instructions. 
Prices, including 5 lines of hot die- 
stamping in gold on reverse side, 
range from 29c per unit for 100-lot 
orders to 16c per unit for orders of 
5,000. Art-Mold Products Co., 75 
Osford St., Providence 5 


e Shelton Versatool ...a remark- 
able screwdriver with a new 
ratchet head that fits slotted and 
recessed screws in straight or offset 
position. Precision built, the tool is 
compact, durable, and is available 
with die-stamping on metal handles 
or imprint on red or black Butyrate 
plastic heads. Prices, without im- 
printing or stamping, range from 
$2 each for orders under 25 units 
to $1.42 for orders of 500 and up. A 
variety of gift packages including a 
Vinyl Belt carrying case are avail- 
able at a low additional cost. Shel- 
ton Products Inc., Shelton, Conn. 


© Space Station Bank .. . appeal 


A HUNGRY COCKEREL, scratching for a few grains 
of corn found a precious jewel. ““You contain no 
nourishment for me,’’ he chuckled, ‘‘but there are 
those with a hunger for beauty who will give me 
many bushels of corn for you if I crow a bit.”’ 


DF KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 
We have clients in America’s foremost 


industries and would like more 


A 


i 


Why fick bor WMinnows? 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 

merchandising market. 


How? In the pages of 


Advertising Requirements 
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rn t ; ie for the onan mes a a ringed 
jj eo space station of sky blue plastic im- 
S / WEATHER % bedded with sparkling silver tinsel. 
te S COOL: Yel" WARM Over-all dimensions of the bank are 
aie 612x4”; saving sphere itself meas- 
"9 
yy 


x ures 4” in diameter. Item permits 
four lines of ad impri rith tw 
a | ead pei ‘half of grag a 
This Idea i iS HOT! lines on lower half. Printed in black 
ly. Prices range fr 60c each for 
Finally a LOW COST lots of 100 to 38¢ each for lots of 
10,000. Polycraft Corp., 814 N. Sac- 

DIAL THERMOMETER ! ramento, Chicago 


fad . © Magnetic Desk Calendar ...a 
Thousands of potential promotional uses for: leather-like vinyl desk calendar 
Air cunditioners ° Fans ° Refrigerators equipped with a magnetic ring 
Thermos Bottles * Furnaces * Heat Lamps eo ’ snetic ring 
Heating Appliances * Beverages * and which circles the current date or a 
other #oms. future appointment that must not 

og ; be forgotten. It is availa in ¢ 
Easily applied to any advertising material: lie . ies a ‘tment = ot 
Paper, Plastic, Glass, Metal, Cloth or Wood. wide color assortment wi suk~ 
screened ad message, trademark, 
etc. Prices, including three lines of 











ACTUAL SIZE 
OF UNIT 


We will plan and assist you on the many appli- 
i f th ate thermometers for your ; ; 
ne a Y imprint and trademark, range from 
roduct pr , 
P - 82c to $1.10 each. Each calendar 





“3 | is individually packaged in tuck-in 
Write for a free sample and see for chipboard container. The Cobid 
yourself how easily a dial thermometer | Corp., 540 N. Lake Shore Drive, 
may be applied to your product, or to Chicago 

isi ial. Low unit cost ! 
ee ones nee « Nene @ Scor-A-Sport ... an aid to the 


bowlers in a pocket-sized, personal 
record book. Opening up much like 
a check book, the bowling booklet 
is charted to allow the user to keep 
a week-by-week record of his 
game. Tips on the best way to use 


t the booklet, and proper scoring in- 
he formation are in the front part of 

A BASIC GUIDE TO the book, while the back pages offer 
best a chance to jot down memorable 


ee 2 + 
4 vertising pecia ties games, awards, tournaments, etc. 


Fully half the front cover and al- 


a most all the back cover is free for 
ar a in AR For July advertising imprint. Parisco, 1525 


Walnut, Kansas City, Mo. 


STEGEMAN SPECIALTY MFG. CO. 
P.O. BOX 63, DEPT.P NEWPORT, KY. 





© Burnco Meat Lifter . .. a new 
kitchen utensil with a broad, curved 
blade to slip under a ham or roast 


@ VISUAL SELLING AIDS 
from flip-overs to films 
@ SALES TRAINING PROGRAMS & MEETINGS 


/ from copy planning to production 
one call f or all: @ EXHIBITS & DISPLAYS 


from creation to production 


r @ POINT-OF-SALE MATERIAL 






visual communications specialists 


We are Masters of all Visual Communication 

Techniques, fully staffed with creative consultants 

and with complete facilities 

(all within one shop) eo wand a for results 
to do any job for you : 

z in the visual selling field! 













CREATIVE ART STUDIO - SILKSCREEN 
304 east 45th street, 
TYPE & LETTERPRESS + BOOK BINDING New York 17,N. Y. 


CHARTS & MAPS + EXHIBITS & DISPLAYS rapid art Murray Hill 3-8215 
service, inc. 





A must for every soda fountain, for 
small fry and their dates! 


aig He BENE BE 
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when lifting it out of the oven. 
Made of heavy gage, mirror-pol- 
ished, stainless steel, the meat lifter 
is sleekly designed with a gleaming 
black, lifetime handle. This new 
item is a companion piece to the 
already established “Burnco” line of 
wall-hanging kitchen _ utensils. 
Prices, including etched advertising 
copy, range from $1 each for orders 
of 500 to $1.20 each for orders of 50. 
The Burns Mfg. Co., 1208 E. Water 
St., Syracuse, N.Y. 


© Zippy Cards . . . good will cards 
in a combination Christmas card 
and die-cut credit card or a com- 
bination birthday card and die-cut 
two-year, pop-out calendar. The 
credit-Christmas card is printed on 
two sides in green ink with ample 
room for necessary’ information. 
Birthday-calendar card is available 
with gold foil for writing customer’s 
name on front of card. Credit card 
prices range from 8c to 14c each; 
birthday card prices range from 
614c to lle each. This line also in- 
cludes a variety of Christmas-cal- 
endar cards and special occasion 
booklets. The Minute Man Line Inc., 
493 C St., Boston 10 


e Tele-Dial a colorful plastic 
phone-dialer that holds that im- 
portant message securely in plain 
sight. Made of quality polystyrene, 
the item is designed to stay put in 
the phone dial when not in use. It is 
available in red, yellow, pink, blue 
or green and copy can be provided 
in two or three lines of 22 letters 
and spaces per line. Prices start at 
12c each in lots of 150 and drop to 
5ec each for orders of 10,000. Gift- 
mounting on cards is available at a 
very low cost. Dard Products, 808 
S. Pulaski Rd., Chicago 


e Engraved Pocket Lighters 
Custom-engraving for ad messages 
on Wellington windproof lighters. 
Copy may appear on one or more of 
four surfaces — fluid chamber or 
lid, front or back. Available in sen- 
ior or junior sizes, each lighter is 
packaged individually ina two-tone, 
clear top gift box. Prices for senior 
size range from $1.37 to $2.20 per 
lighter depending upon size of or- 
der and amount of color used in en- 
graving. Wellington Rogers Inc., 
2216 S. Broadway, Los Angeles 7 


©@ X Pyr Extinguishers . a com- 
pact plastic bottle filled with a dry 
chemical that extinguishes electri- 
cal, gasoline, grease and small sur- 
face fires. The lightweight poly- 
ethylene container has a_ special 
bakelite dispensing nozzle and cap 
that permits a cloud-like discharge 


Put More 


SHELL 


in your DIRECT MAIL 


A Ao LMA 


No other direct mail piece has quite the mag- 
netic attraction . . . is quite so “‘wastebasket 
proof” as a blotter. Matter of fact, it’s become 
a very simple formula for direct mail success. 
There is a 
SORG BLOTTING 
for Every Price and 
Every Purpose 


To the tremendous retention value of a blotter, 

add your product, service or sales message. 

Apply the finishing touch by printing the job 

* on Blotting by Sorg. And that’s important! 

Sorg's Kromekote Blotting 
Sorg's Enameled Blotting 
Sorg's Bluebird Blotting 
Sorg’s Embossed Blottings 
Mosaic and Basketweave 
Sorg’s Utility Halftone 
Blotting 
Sorg’s Porcelain Blotting 

@ Sorg’s Record Blotting 


ore. ApER COMPANY : Middletown, Ohio 
PAPERS) 


Because, as hundreds of top advertisers know, 
your sales story is assured the very best in 
exposure and impression, by the eye-appeal- 
ing background of quality Sorg Blotting. 

Ask your Sorg distributor for swatch books 
of the Sorg Blotting grades. From the magnifi- 
cent array of colors, finishes, and sizes, you 
are sure to find the right blotting in the right 


price range for your purpose. 


rey ) THE SORG PF. 
e Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX « CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e MIDDLETOWN POST CARD e 410 TRANSLUCENT ¢ No.1 JUTE DOCUMENT 
SORG'S BLOTTING e¢ BRILLIANT VELLUM e REGISTER BOND e TENSALEX ¢ GRANITEX ¢ PARCHTEX 


Offices in NEW YORK e¢ PHILADELPHIA e CHICAGO e BOSTON e ST. LOUIS e¢ LOS ANGELES 


The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


@ Signs and Identification © Radio and TV 
Materials Production 


© Photoengraving and Printing and Binding 


Platemaking 
® Window and Store Art and Photography 
Shows and Exhibits 


Displays 

© Typography and Direct Advertising 
Layout 

®@ Audio and Visual Aids 

® Labeling and 
Packaging 


Paper 


Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 
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of fire-extinguishing chemical at the 
slightest squeeze. The chemical is 
moisture repellent, cannot freeze 
and is always free-flowing. Price 
per unit, with one-color yellow im- 
print, starts at $1.35 for orders of 
50 and under and goes down to 49c 
for 25,000 and over lots. Decorative 
Glass Co., 1026 Emerson St., Evan- 


ston, Ill 


© Sun Tan Pillows the newest 
in this handy series is a_ pocket- 
pack three individual 
applications of sunburn lotion. 
Prices start at $44 for 500 lot orders 
and include one-color imprinting in 
choice of standard blue, red, green, 
or black inks on front cover of 
pocket-pack. Assorted orders in- 
cluding the hand cleaner and hand 
lotion pillows are available at the 
same price. Washburn Laboratories, 
500 Robert St., St. Paul 1, Minn. 


containing 


® Multi-Color Pen Set Four 
plus for the price of one in a desk 
ensemble containing four § silver- 
tone trimmed desk pens, plus a 
special “dial-a-phone” writing unit 
and a utility desk base holder. The 
“dial-a-phone” unit is a miniature 
ball-point pen with a round top for 
easy dialing and the regular pens 
are colored to indicate the ink color 


Prices, per set, range from $1 to 
$1.25 for orders ranging 50 to 1,000 
and up. Four-line gold imprint is 
available in offset or letter press. 
Modern Pen Mfg. Co., 384 Broad- 
way, New York 44 





New Ad Medium Introduced by 
Premium Club of America, plastic fish- 
ing lures can be produced in exact 
replica of company bottles with special 


labels treated for under-water use 


Ad Bottles Double 
In Luring The Fish 


A new fishing lure that appeals 
to the advertising man as well as 
the fish has been introduced by 
the Premium Club of America Inc. 

The plastic lure can be produced 
in an exact replica of most com- 
pany bottles in design, color and 
labels which are specifically treated 
for permanent 
water-resistance. 

Individually 


attachment = and 


skin-packed_ on 


USES AMERICAN ART WORKS sicNs ? 
THE WISE ADVERTISER! 


Metal Signs & Displays are durable and are the lowest ad- 
vertising cost per thousand circulation, They constantly 


repeat your sales message and trade mark. 


Flange and Tacker Signs, Highway Signs, 
Sidewalk & Store Front Signs, Hanger, Door 
& Wall Signs. Point-of-Purchase Displays a 


Speciality. 


good sign 


when you call 


AMERICAN ART WORKS 





Plant: Coshocton, Ohio; Exec. Offices: 711 Fifth Ave., New York 22, N. Y. 
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cards, the lures are priced from 
54c each, F.O.B. St. Louis, on mini- 
mum orders of 1,000, to as low as 
39c each on a sliding-scale quan- 
tity basis. Label artwork must be 
furnished by the customer and de- 
livery takes from 4 to 6 weeks. 

Samples and additional details 
are available. 


- for more details circle 626, page 113 


Ad Specialty Show 
Toasted by Dreier 


Often neglected, sometimes 
ignored, the advertising specialty 
field came into its own on March 
30, when it received a nationwide 
tribute from Alex Dreier on _ his 
“America on the Go” broadcast. 

Mr. Dreier made his toast to this 
section of the advertising world to 
tie-in with the opening of the 1958 
Advertising Specialties 
Chicago. 


Show in 


The March 30 broadcast was the 
first in a new series sponsored by 
North American Van Lines Inc., 
Fort Wayne, Ind. Each _ broadcast 
of the series will salute another 
American industry at the time of 
its annual trade show or exposition. 

44 


Annual Spring Catalog 
Offered by John Plain 


First showings of 
and Summer 


1958 Spring 
items for premium 
and incentive use are available in 
the annual Spring 
John Plain & Co. 
Released as a seasonal supple- 
ment to the hard-bound book list- 
ing more than 8,000 items, this 172- 
page catalog 


catalog from 


provides a_ wide 
variety of ideas for spring and sum- 
mer premium and incentive cam- 
paigns. 

Using many full-color  illustra- 
tions throughout, the catalog gives 
complete specifics on items ranging 
from summer sports equipment to 
garden supplies, including a pon- 
toon raft powered by an outboard 
motor, golf carts, air conditioners 
and power lawn mowers. 


. for more details circle 627, page 113 





Whad’ya think of the sample | lefr 
this morning? 











THE STAGE /S SET! 


Give a good entertainer a spotlight and he captures the audience. Your printed 
message needs a dramatic stage too, and you have it when you specify brilliant Peninsular 
Snoweave. With Snoweave you are sure of finest reproduction, and a 


luxury “‘feel’’ that adds prestige but doesn’t add cost. 
By I Fe 










This message is printed on 654 Snoweave Cover. Also 
SCCM mtr mel mr me Mem UCT 
in five sizes. 


TUSCAN » ECONOMY « ORKID « DUPLEX « BERMUDA « ZAMORA 
PAB « TWIN TONE « ANGELO « WOLVERINE « SNOWEAVE 


PENINSULAR PAPER COMPANY «+ YPSILANTI, MICHIGAN 


OFFICES: NEW YORK e BOSTON e BESSEMER, ALABAMA e¢ KANSAS CITY, MISSOURI © SAN FRANCISCO e¢ LOS ANGELES 





Until 1948, one major area of 
selling lacked appropriate training 
tools. The field of retailing often 
found its sales personnel unskilled 
in good selling procedures and un- 
informed about particular selling 
features of their merchandise. 

For the betterment of all other 
retail salesmen who lacked proper 
selling techniques, as well as sales- 
men directly concerned with selling 
its own products, Cooper's Inc., 
Kenosha, Wis., took a $75,000 gam- 
ble. They produced a sales training 
film aimed at all retail sales people. 


> The move was not a “spur of the 
moment” decision. The company is 
a leading manufacturer of men’s 
knit woven underwear, under the 
“Jockey” brand. They are recog- 
nized for “retail-mindedness,” and 
had pioneered sales training film- 
strips for retail underwear sales- 
men 11 years before. This was ac- 
tually the first of their type in 
sales training. But to produce mo- 
tion pictures geared to building 
sales of all products, in addition to 
Cooper’s own, was a_ pioneering 
venture on a much wider scale, 
requiring both foresight and expert 


knowledge of 
techniques. 

The decision to make the films 
resulted from the firm’s conviction 
of the great need for the best tech- 
niques of salesmanship to be effec- 
tively demonstrated to all retail 
personnel, in spite of the apparent 
trend to self-service techniques in 
merchandising. Too, it was pointed 
out that there would be an adver- 
tising and public relations value 
in such films, as each training film 
would utilize Jockey brand under- 
wear as the vehicle, symbolizing al! 
products sold over a retail counter. 

“Our gamble turned out to be 
one of the most effective invest- 
ments we ever undertook for the 
promotion of Jockey brand under- 
wear,’ says J. H. Wyss, vice-presi- 
dent in charge of marketing fo: 
the Kenosha firm. 


visual information 


>» More than a million people dur- 
ing the past five years have seen 
these films. There have been more 
than 25,000 showings. In excess oi 
60°, of the company’s 10,000 retail 
accounts have been 
sales training aids. 


These 


shown these 


figures represent more 


By filling a need of 
the retailer, this 
motion picture gained 
greater acceptance 
than if it promoted 


a product alone. 


Uses Film 


than mere statistics. First, they rep- 
resent increased sales in Cooper’s 
“Jockey” brand knit underwear. 
Second, the sales efficiency of per- 
sonnel has greatly improved in 
stores which have used the films, 
and particularly in men’s under- 
wear departments. 

With the initial investment of 
$75,000, Cooper's sponsored three 
black and white training films, each 
with sound and approximately 20 
minutes long. The first 16mm sound 
film, “Something for Everybody,” 
was released in 1948. The second, 
“All I Can Do,” followed in 1951: 
a third, “The Big, Little Things,” 
was released in 1952. 

Script writing and film produc- 
tion was assigned to Wilding Pic- 
ture Productions Inc., 
Both Mr. 


company 


Chicago. 
Wyss and W. R. Vos, 
advertising manager, 
acted as technical advisors. 


» Mr. Wyss summarized his defini- 
tion of a good sales training film 
as follows: 

“We wanted a film that drama- 
tized how dependable product in- 


formation produces more sales. We 
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Multiplex Panels 
for ready reference 


Photos, charts, production records, maps, 
etc. can be kept at eye-level, finger-tip 


accessibility with Multiplex swinging 
wing-panels. Also ideal for conferences, 
sales meetings, employee communications, 
lobby exhibits, libraries, etc. Typical unit 
shown above provides 167 sq. ft. of dis- 
play area! 

Panels are steel-framed fiberboard; 
sizes from 18” x 21” to 48” x 96"; wall 
models, floor models, table models. Office 
furniture colors. For complete informa- 
tion and prices, mail the coupon. 


MULTIPLEX DISPLAY FIXTURE CO. 
: 925-935 North 10th St., St. Louis 1, Mo. 
: Please send literature on Presentation Panels 


You Get Things Done With | 


Boardmaster Visual Control 





% Gives Graphic Picture of Your Operations— 
Spotlighted by Color 

*% Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

* Simple to operate — Type or Write on 
Cards, Snap in Grooves 

*% Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

*% Made of Metal. Compact and Attractive. 


Over 250,000 in Use 
$ 50 
Complete price including cards 
FREE 24-PAGE BOOKLET NO. R-200 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N. Y. 
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wanted to demonstrate how the 
basic selling steps may be applied 
to gaining satisfaction from a job 
well done. As a result, our three 
training films have entertainment 
appeal and plenty of fast moving, 
intense teaching value that will 
help retailers bring satisfied cus- 
tomers back to the store.” 

Professional talent is also con- 
ductive to making a_ good film. 
Therefore, trained actors were used 
for all of the acting and speaking 
roles. 


> One of the films, “The Big, Little 
Things,” dramatizes good consumer 
relations that make a _ customer 
want to return to a store over and 
over and, in contrast, poor sales 
techniques that turn him away dis- 
appointed and_ discontented. It 
illustrates what customers appre- 
ciate from good sales personnel: 
courtesy, prompt service, genuine 
interest in his needs, personal at- 
tention and helpful suggestions. On 
the other hand, the film also points 
out what a customer dislikes in a 
salesman: lack of knowledge about 
the product, high pressure, indif- 
ference, too much familiarity and 
misrepresentation of product or 
store. 


> A formula for building success- 
ful sales is demonstrated through 
five basic techniques in the sound 
film, “All I Can Do.” Seasoned with 
humor and logically illustrated, the 
story unfolds the problems: 1. get- 
ting attention; 2. arousing interest; 
3. building conviction and faith in 
the product sold; 4. creating desire; 
and 5. finally closing the sale. 
Through these teaching aids, 
Cooper’s shows retail sales career- 
ists how to gain the greatest satis- 
faction from effective selling tech- 
niques which comprise hard work, 
being thoughtful of others and do- 
ing the best possible job of selling. 


> Bookings of the 200 prints of the 
films now in circulation are being 
handled by Modern Talking Picture 
Service. With film exchanges in se- 
lected key cities, film users enjoy 
the conveniences of rapid service 
and low shipping costs made avail- 
able by Modern. 

Each month, through a_ report 
from Modern, this film distribution 
program is thoroughly analyzed as 
to number of showings, their loca- 
tion and the number and types of 
people that have viewed the films. 
Through this analysis, Cooper’s 
advertising manager is able _ to 
keep his management apprised on 
how important the films are in the 
company’s total advertising pro- 
gram. 


In addition to the 200 regularly 
circulating prints, many copies have 
been made for The Dept. of Dis- 
tributive Education of the U. S. 
Government. These are shown reg- 
ularly throughout the country to 
groups of small businessmen. Each 
of Cooper’s 16 foreign licensees 
also have prints of these training 
films with foreign sub-titles, where 
necessary. 

Many prints have been purchased 
by colleges, high schools and other 
educational groups that have full- 
time merchandising, sales or speech 
training programs. 


> But the most encouraging results 
have come from the number of de- 
partment stores which have pur- 
chased the film, for inclusion in 
regular sales training programs for 
store personnel. As one Iowa store 
owner remarked to _ his local 
Cooper’s representative: “I felt the 
film had so much merit, I had to 
buy it. Now you know how good 
your film is, because when people 
who own retail stores actually pay 
for a film made by one of its sup- 
pliers, it has got to have merit.” 

After eight years of showing, 
Cooper’s feels its films have a long 
range of service potential. 

Comments from film users are 
received regularly by Cooper's 
through the distributor, illustrating 
the continued popularity of the 
films. From the standpoint of teach- 
ing salesmanship, merchandising 
techniques and product informa- 
tion, these comments make a strong 
point in favor of releasing new 
films, revising movies on hand and 
developing new visual approaches 
to the problems of selling men’s 
furnishings. 

The success of Cooper’s original 
gamble with an advertising budget 
may be measured by the company’s 
increase in business, good will 
created among retail accounts and 
educational groups, and finally, the 
help sales representatives credit to 
these films as a valuable selling 
aid. 44 


New Record Offers Road 
To Better Round-Tables 


An audio aid to conducting more 
effective round-table sales con- 
ferences has been introduced by 
Porter Henry & Co., New York, in 
the form of a 12-inch LP phono- 
graph record. 

Using a narrative that is built 
around characterizations of several 
easily recognized types of salesmen, 
the 30-minute record dramatizes the 
value of the round-table technique 





and offers tips on making it better. 

It is titled “The Conference Road 
To Sales,’ and not only lists en- 
thusiastic points for this “shirt- 
sleeve” type of conference but also 
offers tips on organizing and sum- 
marizing one. 

Details are available from Porter 
Henry & Co., 342 Madison Av., New 
York 17. 44 


Audio-Visual Slide Rule 
Designed for Projectors 


Easier and more effective pro- 
jection use is now possible with the 
introduction of a new audio-visual 
slide rule from Projection Optics 
Co., Rochester, N.Y. 

Designed to self-compute the in- 
dividual specifications involved in 
any projection problem, the slide 
rule determines screen size, pro- 
jection distance and focal length 
of lens required for any type of 
overhead or opaque projector. 

A sample is available. 


- for more details circle 604, page 113 


(1) Snap it... see it! (2) Slip it into a mount, and (3) project it as big as you want. 


Polaroid Corporation Announces 


QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 


Large Seamless Screens 


Available From Radiant 
slides for Sales Meetings, and project them immediately. 

One-piece, seamless screen sur- : : 
faces in sizes through 72x96” are 
being introduced by Radiant Mfg. 
Corp. 

Available in both the glass 
beaded and Uniglow surfaces, the 
new seamless screens can be or- 
dered on all models with the ex- 
ception of the 84x84” size. 

Samples and literature are avail- 
able. 


- for more details circle 605, page 113 


Polaroid Corporation has perfected a film 
which produces black-and-white slides right in 
a regular Polaroid Land Camera. Just clt ck 
the shutter and two minutes later 


Phese slides cost about 's as much as cons 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” 


next speec h. 


you have a 
slide ready for projection, 


sa , loaded with hints for your 
These on-the-spot slides can help you tell 


a ple ture story to everyone—prospects, exist- 
ing customers, the eld selling force, manage- 


Polaroid Corporation 
ment. A versatile Copymaker is available to 


Dept. R6, Cambridge 39, Mass. 


» send me detailed information on the 
ew Polaroid transparency 


make slides from any text, existing photo- 


graphs, charts, graphs or titles. Or, if you 
wish, you can take the camera into the field to 


photograph other 


system. 





produc ts, displays, and 


British Projector Has 
Plug-in Recording Heads 


A new 16mm sound film projec- 
tor, manufactured in England by 
G. B.-Bell & Howell, is distin- 
guished by having available five 
different plug-in recording heads. 
These make possible the following 
types of recording: 


@ Full-track magnetic 
Half-track magnetic 
Half-track magnetic over optical 
mixed 
Optical to magnetic track 
Edged striped double perforated 
film (at 16 frames per second) 


» According to a technical report 
in the British publication Industrial 
Screen, the new projector makes it 
possible to record the music of a 
film by plugging in the full-track 


material. 


Two sizes are available—2'¢ x 2'4, and 
3'4 x 4 for use in existing “lantern slide 


projectors, 


Coming next month... 


@ What’s New in Audio-Visual 
equipment 


@ Holiday’s Ingenious Direct 
Mail 


@ What You Should Know 
About Advertising 
Specialties 


@ Designing for Corrugated 
Containers 


... in AR for July 














Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


EVER READY 


Creative Printed Specialties 
1dhesive...for 

or surface. 
fully 

se” 6 Eee. 
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XH HH *¥ 


OUTSTANDING 
FILMS 10 HELP 
SALESMEN 

SELL AGAINST 
RESISTANCE 


Solid Gold Hours 
Opening the Sale 


Presenting Your Sales Case 
Convincingly 


Overcoming Objections 

Closing the Sale 

How to Sell Quality 

The Power of Enthusiasm in Selling 
The Bettger Story 


These 30-minute sound movies are 
professionally produced. They will 
highlight any sales meeting, train 
new salesmen, add interest and im- 
pact to dealer meetings. Thousands 
of companies have used them. 


Write for Rental or Purchase Details 


DARTNELL 


1815 Leland Ave. 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


Chicago 40, Ill. 


a SHADING FILMS 
4 COLOR TINTS 


ou 
od 


HORLKOE UR 
SSePPraeeg 


eek eS 
ites 


For details write 


TRANSOGRAPH Division of 
CHART-PAK, Inc. 


5 River Road -« Leeds, Mass. 
*Du Pont’s name for their polyester 
resin film — extremely tough, and 
resistant to moisture, chemicals and 
temperature variations — has ex- 
ceptional dimensional stability. 
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magnetic head. Then, by replacing 
the head with the half-track plug, 
the commentary may be recorded, 
resulting in a mixed track, since 
the music remains on the unerased 
half of the first track. 

Another feature of the new pro- 
jector, Model 640, is a variable ap- 
erture gate which gives a range of 
frame ratios. Not yet available in 
the United States, the Model 640 
is most like Bell & Howell’s Filmo- 
sound 302, which does not, however, 
have plug-in recording heads. 44 


New Recording Aids 
Introduced by Kodak 


Three new  sound-synchronizing 
kits to simplify production of 16mm 
magnetic sound motion pictures 
have been introduced by Eastman 
Kodak Co., Rochester, N. Y. 

Designed as auxiliary equipment 
for the Kodak Pageant Magnetic- 
Optical Sound Projector, the new 
magnetic recording aids are a brake 
kit, a motor kit and a two-projector 
synchronizing kit. 


Selecting a Title 


No one has ever done a survey 
films to see what 


effect the title has on 


of sponsored 
drawing 
viewers. But, after viewing thou- 
sands of films, we can make the 
following observations. 

Film titles can be divided into 
two kinds: (**Motor 
Vespa _ Dis- 


informative 
Scooter Parade,” by 
tributing Co., “Steel in Concrete,” 
by Bethlehem Steel Corp., 
in the Making,” by International 
Paper Co.):; and curiosity (‘What 
Makes Us Tick,”’ by the New York 
Stock “Horizon Un- 
limited,” by Glenn L. Martin Co., 


“In the Beginning,” by 


“Paper 


Exchange, 
= 


General 
Petroleum Corp., Magnolia Petro- 
Mobil Oil 


Co.). Informative titles reveal film 


leum Co. and Socony 


content ata glance, but it is neces- 
sary to read a resume of a film to 
interpret a curiosity title. School 
teachers prefer informative titles, 
so they can decide quickly if a 
film is of interest to their class. 

“Tool and Die Making .. . Key- 
stone of Mass Production” by 
Natl. Tool & Die Mfrs. Asso. is an 
example of a title that was far too 
long. It has been 
of Mass Production.” 
“400 Years in Four Minutes” by 


General Mills would stir anyone’s 


shortened to 
“Keystone 


curiosity, but it is ambiguous. 
When it was changed to the more 
factual “Cake Baking with Betty 


Crocker,” bookings increased. 


—Reprinted from 


According to Kodak, the installa- 
tion of the kits does not require 
special factory or repair shop work 
and entails no modification of the 
projector mechanism for smooth op- 
eration. 

Advantages are listed by Kodak 
as follows: 


1. Use of the Kodak Pageant Mag- 
netic-Optical Sound Projector for 
on-set recording of lip-synchro- 
nized sound. 

2. Preview and_ editing 
sound and picture are 
on one piece of film. 

3. Combining of sound and action 
into one synchronized master print. 
4. Production of duplicate in-sync 
sound tracks. 


before 
combined 


An additional advantage of the 
kits, according to Kodak, is the in- 
creased application versatility of 
the projector in a variety of fields. 

Complete details on the new 
magnetic recording aids are avail- 


able. 


. for more details circle 606, page 113 


We have found that some words 
such as progress or magic have 
been overworked in titles, and now 
convey hardly any impression at 
all to the viewer. Likewise, some 
thoughts 


to audiences and should be used, 


words connote pleasant 


if they can be discovered. Creole 
found that the 
Venezuela’ was 


Petroleum Co. 
associated 
with glamor and adventure. They 


name 


plan to rename “People and 
Petroleum” and title it ‘“Vene- 
zuela-People and Petroleum” for 
promotion purposes. 
titles, like 
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They're Modern...They’re Beautiful... They’re PLASTIC 
WITH 3-D DECORATION —AT A NEW LOW PRICE! 


National’s virgin plastic covers and three-dimensional 
applique decoration combine to give you handsome looking, 
loose-leaf covers. They are a first choice today for 
catalogs, manuals, handbooks. The plastic applique, with 
its 3-D embossed effect, makes your name outstanding, 
and it will not wear off. The plastic provides new, wide 
choice of colors . . . new, longer cover life . . . new 

design freedom. The NBB Design Department will 
offer you a choice of designs. The NBB representative 


will provide expert advice. Send coupon today. 
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NATIONAL BLANK BOOK COMPANY 
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Please have your representative call to give me 
more information about NBB virgin plastic covers 
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even absorption of just the right quantity of a 4 to permit quick drying 


while still retaining all of the opacity and brilliance |, * of fresh-milled colors. 


INE 
Another important feature of iz. [Pace blanks, 


due to a special Falulah manufacturing : process, is their ability to show little or no 


Sea 
curl or warp from atmospheric \\\\\\: changes. Judge the quality of CU 


Coated Blanks for yourself — ask your paper merchant for samples now. 
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